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WE'LL HELP YOU PUT IT OVER 


Before any program gets airborne, communication is the first 
step. General Electric, for example, found basic information 
about transistors indispensable to effective radio set sales. 


Dealers, retail salespeople and distributor representatives had 
to know exactly how transistors work, how they make the new 
pocket-size radios possible. A fast-paced Jam Handy motion 


picture, called “The Mighty Mites of Electronics,’”’ put the right 
points across to the right General Electric people fast! 


Next time you'd like to get a running jump on your compe 
tition, call on us. We help business sell! 


How about costs? We think you'll be as pleasantly surprised by 
our film economies as the folks at General Electric are. 


Ze JAM HANDY Ovyenjator 


NOTHING SELLS PRODUCTS 


MOTION PICTURES e DRAMATIZATIONS e¢ PRESENTATIONS 


CALL NEW YORK, JUdson 2-4060 HOLLYWOOD. Hollywood 3-2321 


v 


DETROIT, TRinity 5-2450 


AND IDEAS LIKE IDEAS 


© SLIDEFILMS e« TRAINING ASSISTANCE 


DAYTON, ENterprise 6789 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2-675) 


U.S. Army Nike-Hawk, anti-aircraft 
guided missile. Range 22 miles 


It's Loaded 


with buying power... 
THE INDIANAPOLIS AREA 


@ There's dramatic sales potential in this compact 45-county market! More than 
2 million people—with almost 4 billion annual spendable income—make retail 
sales 15.9%* higher than the national average. 

For massive advertising penetration at economical cost, your best buy in this 
prosperous market is the Indianapolis Star and the News. 

76.7% coverage of the Indianapolis metropolitan area, and 54.9% coverage of 
all households in the entire trading area, give you more for your advertising dollar 
than any other available media. 

Use this business getting combination for maximum sales impact and buying 


GET THE FACTS! Write for your 
response. free copy of “FACTS,” a condensed 
report of the booming economic 


*Sales Management, Survey of Buying Power, 1959 picture of Metropolitan Indianapolis. 


STAR ........ 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 


Sales Management February 5, 1960 


4 man who takes pride in his work, gets 
a lot of solid satisfaction out of business- 
paper advertising. It's a medium that’s 
strictly for pros—you and the men you're 
selling to. You know you get the markets 
you want, the results you plan for. . . in 
businesspapers. 


Advertising 
in businesspapers 
means business 


as any advertising man 
who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


good business advertising works best in 


a good businesspaper—an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS + 205 £ 42nd St, N.Y 17 
201 N. Wells St, Chicago 6, 111. + 1004 National Press Bidg., Wash. 4 
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Electronics Maker Solves Time Problem 
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About Your Total Marketing Effort? 
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What the Expense Account Clampdown 
Means to Sales Executives 


Summer Slump Reprints Ready 


Demand for extra copies of the January 1 issue on the prob- 
lem of beating the Summer Slump was so staggering that the 
supply was exhausted within a week. 

The complete editorial material (except for the case histories) 
has now been reprinted, with color, in a 16-page pamphlet, at 
50 cents per copy. Orders for 100 or more: 35 cents each. 

Send order and remittance to Readers’ Service Bureau, Sales 
Management, 630 Third Avenue, New York 17, N. Y. 
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the slipsheet For issue of Feb. 5, 1960 


an informal ‘‘f.y.i.’’ before you read the issue 


What we know about Sales Management's subscribers would fill a modest book, 
and would make interesting and profitable reading for those who want to 
know more about vhe "typical" corporate chief of sales...how he works and 
plays, what he worries most about, how he organizes himself and his staff, 
his functions and responsibilities. These are things we must know in 
order to keep closely in tune with subscriber needs. 


Examples: By averaging up a few statistics, we know that the typical 
Sales executive reading this Feb. 5 issue will be about 5 years old, have 
an annual income (before taxes) of $25,800. Chances are he'll be "on the 
road" at least one day this week, and possibly he'll take along this copy 
of Sales Management (28% by habit pack SM in their trip kits). It's a good 
bet he'll take his trip by air, because in a year's time one-third of our 
corporate sales chief subs travel in excess of 50,000 air miles. Our man, 
typical of his fellow readers, has been with his company 1) years. No job- 
hopper, he. His job description, broken down by function, reads like an 
abbreviated encyclopedia, but nevertheless he spends about 20% of his time 
on various phases of advertising and sales promotion. 


.. of 2: 


In 1959, the largest single reprint purchase--from a single company--was 
for 53,000 copies. And that reminds us of a trend: More and more re- 
print orders are pouring in from marketing, sales, advertising and sales 
training executives who re-distribute our articles to their regional and 
district managers, salesmen, distributors, dealers. In these companies, 
obviously, we help solve various problems of policy, operating procedure, 
media selection, sales training. 


owe. & 


Beginning on page 33, “How to Sell Your Ad Budget to the Board of 
Directors." A clinical look at the anatomy of decision in the board 
rooms of such companies as American Cyanamid Co., The American Oil Co., 
Crucible Steel Company of America, Johns-Manville Corp. Must-reading 
for our subscribers who mst convince directors (hence stockholders) that 
the ad program will further corporate growth--sometimes at the expense of 
the next dividend check. Must-reading, too, for the media executive, 
whose fortunes can rise or fall with decisions made in the board room. 


The Publishers 
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HIGHLIGHTS 


NEW SPOTLIGHT ON EXPENSE ACCOUNTS 


As Internal Revenue Service cracks down on the 
men who “live on the company,” a re-evaluation of 
certain sales policies can help sales executives avoid 
a more serious Government bridling of business op- 
erations. Here's an interpretation of the clampdown, 
policies affected by it, and some tips for your sales- 


men. Page 40 


THE BOARD OF DIRECTORS MEETS THE AD AGE 


The Advertising program is no longer an unknown 
quantity to company directors. Board members are 
getting into the advertising act—showing more inter- 
est, more savvy. How are sales managers and admen 
facing up, as they're challenged to interpret adver- 


Page 33 


tising to top management? 


BEING A SALESMAN ISN’T ENOUGH 


Today's salesman is more than an order-getter; as 
liaison between vou and your customer, he wears 
the many hats crowning a program of total market- 
ing. In the light of such new demands on the man, 
the old-fashioned incentive plan, based only on quota, 
comes up for overhaul Page 94 


YOU CAN’T AFFORD TO BORE YOUR SALES REP... 


ind you will bore him if your sales bulletins are 
too routine, too corny—too frequent. There’s plenty 
of information he needs to help him sell your prod- 
ucts, but it can get lost in a sandwich of enthusiastic 
trivia Page 76 
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Advertisers’ Index 123 High Spot Cities 
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Dynamarketer 61 Sales Promotion Idea File 


Editorials 7 Significant Trends 


Executive Shifts 122 They're in the News 


Worth Writing for 88 


Sales Management 


A man who knows where he's going, can 
really go places with businesspapers. This 
is the sales pro's advertising medium. You've 
got it made, and you know it—when hard- 
headed businessmen sit up and take notice 
of your company and its products... in 
businesspapers. 


Proto on location by Arnckd Newmas 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 
will tell you—because 


men \. ho read 
businesspapers 
mean business 


its readers are sold on —an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS + 205£ 42nd St. NY. 17 
201 N. Wells St.. Chicago 6, 11. + 1004 National Press Bldg. Wash 4 
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If you like the sweet smell of success— 
businesspapers are your kind of medium. 
This is where pro meets pro. Men who know 
sales and marketing know you build recog- 
nition and results, fast—talking business to 
men who want to do business in busi 
nesspa pers 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 


will tell you—because 
men who read 
businesspapers 
mean business 


@ ©. 


people pay for businesspapers they want 
-read the businesspapers they pay for. 
Note: all ABP papers are “paid” 


ASSOCIATED BUSINESS PUBLICATIONS « 265 £ 42nd St. mY 17 
201 ". Wells St., Chicago 6, If. + 1004 National Press Bidg., Wash. 4 
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Once Again 


> THowas nesisre 
ig Breaks All Records! 


13,007 Companies 


Purchased 48,176 Advertisements, Catalog Pages and Product 
Inserts in the 50" Annual Edition of THOMAS REGISTER to 
help American Industry with its job of product selection. 


In addition to this vast storehouse of 
purchasing information, all the prod- 
ucts of all known manufacturers in the 
United States are listed under one or 
more of the 70,000 appropriate prod- 
uct classifications to provide Thomas 
Register paid subscription clientele 
with the accurate, authentic where-to- 
buy data so essential to their daily pro- 
duction and growth activities. 


13,007 ADVERTISERS 


48,176 ADVERTISEMENTS 
with the help of 


1,662 ADVERTISING AGENCIES 


All in One Annual, 10,599 Page Edition 


@ THOMAS PUBLISHING COMPANY - 461 Eighth Ave., New York 1 
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Say you’re a man with an idea. You are in love with it. You are able to 
go way out on a limb for that idea without being afraid that anybody's 
going to saw it off or even snicker. When that is company policy it’s good 
company policy. It frees people’s minds to experiment. This kind of ex- 
perimentation produces fresh new thinking . . . new ideas. And ideas are 
what people want. After all, it’s not just the product itself that people 


buy. It’s ideas about the product. People buy ideas 


YOUNG & RUBICAM, Advertising 


. Angeles Hollywood « Montreal « Toronto « London « Mexic City « Frankfurt « Sa yan « Caracas « Geneva 
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LT EDITORIALS 
| oniateall _ eEDOEEERAS Bo 


‘Can't Compare Apples, Oranges!’ 


That great salesman, Thomas B. McCabe, draws no salary as 
president of Scott Paper Co. He is past retirement age. The 
Scott stock he acquired in the years after he joined his company 
in 1916 has appreciated fabulously in value, providing adequate 
income. McCabe has been able to call the shots accurately more 
often than not. Now he says apples and oranges can be com- 
pared. His contention merits respect. 


McCabe told the Sales Managers’ Assn. of Philadelphia re- 
cently that “Scott, like every other larger advertiser, uses all 
forms of national advertising — magazines, Sunday supplements, 
daily newspapers, television — spot and network — outdoor ad- 
vertising, and radio. What is the relative sales effectiveness of 
these various media? Does anyone know? Is anyone trying 
to find out? 


“The standard answer when this question is asked seems to 
be “You can't compare apples and oranges.’ Yet every adver- 
tising medium, whatever its nature, has only one function, and 
that is to get a selling message into the minds of consumers and 
make them act upon it. If each medium has a sales effect, it 
should be possible to measure that effect. As yet we do not 
have the methods for doing this adequately.” 


Tom McCabe's solution is to establish an “institute of mar- 
keting communications.” He would affiliate it with a university. 
He would staff it with social scientists and mathematicians re- 
cruited from the universities and industry. The institute would 
provide a course in graduate study. 


The conventional reasons why such comparisons cannot be 
made in the future will not satisfy the Tom McCabes. 


Should Any Magazine Be Supported?’ 


Advertising is getting more than its usual share of knocks these 
days. Congress is investigating. The Federal Trade Commission 
is stepping up its reviewing and monitoring. Associations in the 
advertising field are being called upon to do a more effective 
self-policing job. Publications and broadcasting stations are being 
urged to censor more severely the copy submitted to them. In 
certain fields, especially in drugs, the charge is made that waste- 
ful advertising practices cause over-pricing of consumer products. 


We will believe only when we see more evidence that there 
is either more chicanery or more w. in advertising than in 
other phases of business operations; but there can be no ques- 


looking 
for your 


product... 


IEN is read for only one reason — 
product information. 
Every month— 

¢ 77,017 men 

¢ in more than 40,000 plants 

¢ in all of the 452 

manufacturing industries 

read IEN from cover to cover 
searching for products to solve 
their problems. 
What better place could there be 
for your product advertising .. . 
and what better timing? Your ads 
in IEN are right at the “point of 
purchase”. . . not just with the 
industries you normally sell but 
throughout ali industry . . . where 
new markets are developing almost 
daily. 
And the cost is surprisingly low... 
under $200. For despite a recent 
circulation increase, IEN has not 
raised its rates. Write for our nine- 
section Media Data File. It’s yours 
for the asking. 


good for selling 
... because it’s 


used for 
buying! 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York, N. Y. 


Thomas Publishing Company 
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J. EOGAR HOOVER 


.,.citizenship...” 


U. OF MINN. PRES. J. L. MORRILL 


**,.- responsibility...” 


What makes 


Each of these 
distinguished 
Americans car- 
ries a PRESS 
Club card issued 
Nnesonee by the Minne- 
apolis Star and Tribune. (P-R-E-S-S 
signifying: Paper Route Experience 
Spells Success. 

Further, each man had to request 
his own club membership and each 
wrote freely and feelingly of the 
character-molding training and 
building-for-the-future experience he 
had acquired in his own newspaper 
carrier boy days. 

Such high-level pride in first-job 
accomplishments startled everyone 
but Minneapolis Star and Tribune 
circulation director M. E. Fisher— 
the man who dreamed up the unique 
honorary club idea five years ago 
and has since seen it mushroom to 
a 5,000-pius membership that in- 
cludes leaders in virtually every 
phase of human endeavor (among 
them a former President of the 
United States). 


IF PRESS club = 
vi, - > = 


8 Sales Management 


GEN. DAVIO SARNOFF 


“,.,.opportunity...” 


WALT DISNEY 


*,.. self-discipline...” 


t 


As foster-father to 12,000 Minne- 
apolis Star and Tribune carrier sales- 
men (world’s largest daily newspaper 
carrier force) Fisher’s objective was 
simple: ““To attach maximum pres- 
tige to newspaper route experience 
and to heighten public appreciation 
of the benefits of newspaper route 
work.” Any ex-newspaper carrier for 
any newspaper was eligible to join. 
Any other newspaper in the country 
was welcome to use the idea. For 
Fisher’s faith is strong and simple: 
newspaper route training plus a good 
education make the best possible 
stepping-stones to adult success. 

Fisher works hard at providing 
both stepping stones. Last year 
4,000 of his carrier boys deluged his 
desk with applications for higher- 


BING CROSBY 


“,.. beneficial...” 


LOWELL THOMAS 


**,.. training...” 


a newspaper great ? 


education scholarships — a record 
even for the Minneapolis Star and 
Tribune, whose International Schol- 
arship Program is the largest news- 
paper sponsored plan in the country. 
A record total of 98 scholarships, 
worth more than $80,000 was award- 
ed through the program and the co- 
operating rb a 

Like most other newspapers 
throughout the nation, the Minne- 
apolis Star and Tribune are proud of 
their newspaper carrier boys and are 
honestly concerned with these boys’ 
welfare and future. This pride and 
interest is one more reason why these 
newspapers have earned the regular 
readership and responsive regard of 
the people of a 3% state region- 
America’s great Upper Midwest. 


Minneapolis Star and Tribune 


EVENING 


MORNING & SUNDAY 


650,000 SUNDAY 


- 515,000 DAILY 


JOHN COWLES, President 
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tioning the fact that advertising picks up the check on a number 
of costs that never should be charged against it. 


Advertising is a tool of selling, and if it seems wise for “politi- 
cal” reasons to take a page in a souvenir booklet put out to honor 
the 50th anniversary dinner for Joe Bloke, the secretary of an 
AFL-CIO district, there should be a special fund to which it 
should be charged. It shouldn’t be part of a marketing depart- 
ment budget where it means there is that much less available 
for doing a job in media that effectively reach real buyers. 


Then there is the rash of publications put out by associations 
for their members. Some of them are excellent magazines. Some 
are sloppily edited. Some of them are rackets. If an association 
magazine can sell advertising strictly on its merits as to circula- 
tion, editorial vitality and reader response, then it should be 
used, and it is up to private-enterprise magazines in the same 
fields to come up with better and more effective sales stories. 
We will pass over lightly the fact that association magazines are 
tax exempt. Entrepreneurial publishers are more likely to worry 
about that than are advertisers. 


But only too often the chief talking point of the association 
magazine (and all too often it works) is something like this, “Our 
association is doing a job that needs doing in your industry, and 
it is up to you to support us by buying space in our magazine.” 


Support? Perhaps the association is needed, perhaps it is 
under-financed. Perhaps yours and other member companies 
should make larger cash contributions. Then do it. But. don’t 
do it by penalizing your advertising budget. Don’t dull the over- 
all effectiveness of one of your sharpest selling tools by buying 
advertising space in any medium that you wouldn't consider as 
a good medium if it were published independently. 


Make it crystal clear to your people that you spend money on 
advertising for the one and only purpose of creating sales, and 
that while you will give serious consideration to well-reasoned 
pleas for greater financial support to worthy associations in your 
field, that support must never take the form of buying advertising 
that cannot be justified on the same cold, hard grounds as apply 
to magazines of non-association publishers. 


Many executives have been too easily swayed by these spe- 
cial appeals for donations—especially those coming from good 
customers. Granted, some of them can’t be ducked, but let's 
segregate them in pigeonholes other than adyertising. They could 
be association expense, development expense, public re lations, 
trade relations—but the term advertising should be restricted to 
spendings which can be justified as sales producers. 


Your Exotic Vacation Spots 


Take it from Business Week, some of you may be with 29-year- 
old Mary Hurn on a tiger shoot in India, at an Andes mountain 
resort in Argentina, or living it up in conventional Paris at this 
moment. Nice to see so many of you taking winter vacations. 


HOSPITALS 


. . » SOURCE FOR FACTS 
AND FIGURES ABOUT 
HOSPITALS!!! 


On August Ist, HOSPITALS’ two- 
part Annual Guide Issue will be 
issued. It is the only complete au- 
thoritative reference for statistical 
data used in administrative plan- 
ning throughout the year. 


Your advertising message in this 
publication is read by more hospi- 
tal people with buying influence 
than can be attracted through any 
other publication. 


Your product story in HOSPI- 
TALS’ Guide Issue will be seen 
for a full 12 months by hospital 
administrators and key personnel 
who have authority to buy. 


Remember... 


PUBLISHING DATE: AUGUST Ist 
CLOSING DATE: JUNE Ist 


Send for folder 
“To Reach the Decision Makers" 


HOSPITALS 
3} of the Americon Hospite 

th Loke Shore Drive 

ll, tikinois 
Plecse send detoils on HOSPITALS 
960 Guide Issve 

2 Displey Advertising 

Classified Product Listings 


Nome Title 
Company 

Principal Product 

Street 


State 


© HOSPITALS 


840 No. Lake Shore Dr., Chicago 11, 


Hl. 


Journal of the American Hospital Association 
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..and all of a sudden—what a beautiful difference 


HAVE YOU SEEN THE NEW AMERICAN HOME? For months an exciting evolutionary process has 
been quietly going on...and suddenly the new American Home is a reality. Bursting with color, aglow 
with brilliant photography, crammed full of fresh, usable ideas, American Home is the home-service 
magazine of the new decade. Every issue is filled with useful information on meal planning, decorat- 
ing, building, remodeling and gardening. The new American Home devotes a greater share of its pages 
to home-service features than any other major medium. 12 million men and women read it to learn 
how to make home a more rewarding place to live. There is no better setting for selling in the Sixties. 


Get to know the new American Home—A Curtis Magazine 


Sales Management February 5, 1960 


THE AMERICAN 
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(Advertisement) 


SALES CONSULTANT 
SALES TRAINING SPECIALIST 
SALES PROMOTION EXPERT 


Would you be interested in add- 
ing a highly profitable and non- 
competitive line to your present 
activities? 

Your business, like ours, depends 
on bringing to your customers and 
prospects new ideas continuously. 
And ideas that are aimed at in- 
creased sales and profits receive 
a “both eors” type of hearing from 
them. 

Ours is such an idea—it is a Sales 
Development Program and it will 
help even their top performing 
salesmen to increase their sales 
potential. 


Under a new selling policy in our 
company, openings are available 
in many of the States and the full- 
est guidonce of our State Man- 
agers will be given to those joining 
with us. 


This work will be found to be a 
“natural” for those who are ex- 
perienced in the selling of ideas to 
top executives, and will be found 
to be a very lucrative assignment 
by such men. No investment is 
required, of course. 


We are proud of the enthusiastic 
endorsements of so many national 
organizations who have used this 
project year after year. Our sales 
representatives are equipped with 
this evidence. 


To quote from just one of these— 
Mr. Gordon Bain, Vice-President of 
Northwest Aijrlines, Inc., writes: 
“We believe your program helped 
to make 1958 a record year for 
Northwest Orient Airlines.” 


We shall be very glad indeed to 
give you further information and 
will ask that you, in writing us, 
give us the background of your 
experience in this specialized field 
of Service selling. 


JOSEPH LUCHS AND STAFF 
6701 N. Broad Street 
Philadelphia 26, Pa. 


CORPORATE CLOSE-UP 


Coll 


A good old idea often has more application to current marketing 
than a so-so new idea. Cott Beverage Corporation's bid for a place 
in the huge cola market with Big Giant Cola employs the simple 
method used by Pepsi-Cola 25 years ago—“more for your money.” 
The Pepsi story is a legend in marketing. Now, with the slogan of 
“one-third more,” Big Giant Cola is repeating marketing history. 


Cott’s Big Giant Cola—. 
Once Again, More for Less 


Back in the thirties, Pepsi used old beer bottles with new paper 
labels—they were available and cheap—hence, the 12-oz. bottle. In 
the depression period this was a real ienmata, and it worked. John J. 
Cott, president of Cott, learned that today’s advances in glass manu- 
facture permit a larger bottle with more durability for less weight 
in glass. Big Giant's 16-oz. bottle, selling for the price of a 12-oz., 
becomes economically feasible. 


“There is another marketing angle that makes the bargain price 
timely,” says Albert A. Cott, executive v-p and director of sales. 
“Our business is 75% in super markets. The housewife, faced with 
the problem of stocking the refrigerator for today’s larger families, 
will buy a quality cola at a lower price, repeatedly, we know. Besides, 
the super markets, with their private labels, have done a lot to kill 
the bugaboo about only one or two brands of anything. 


“We don’t even have Big Giant tied to the Cott name, publicly. 
This permits bottlers with competing flavor drinks to take on Big 
Giant franchises—especially the bottlers of ‘up’ drinks.” 


What does Pepsi-Cola say about all this? According to a company 
spokesman, “We're watching it closely. It may be OK for super 
market sales.” 


Soft drink industry sales are divided between 70% cola and 30% 
flavor and mixer drinks. Bottlers are anxious to get a franchise of a 
nationally promoted cola. Cott, with sales of $10 million in 1959, 
is shooting for $12 million in 1960. A larger share of the cola market 
is expécted to help reach this goal. (Coca-Cola sales in 1958 were 
$309 million and sales of Pepsi-Cola, $137 million.) 


Cott prides itself on knowing what it takes to sell soft drinks. 
It places heavy emphasis on P-O-P material at cost or less to 
bottlers, and lots of prémium offers, plus a national sales force (bol- 
stered by the 1956 acquisition of Mission of California, Inc.). Adver- 
tising is largely local, mostly in newspapers and radio spots. Cott 
spent $1,705,000 for advertising in 1959 and plans $2 million for 1960 


Big Giant was introduced in New Orleans after taste tests con- 
vinced the company it had a top cola. Sales and repeat business were 
immediately gratifying. While 100,000 cases for the first year (be- 
ginning in late 1958) would have been convincing proof, the bottler 
actually sold 600,000 cases. New Orleans is a Deep South, year- 
round market with stiff cola competition. 


Cott now has over 70 bottlers of Big Giant throughout the country, 
and expects 150 by the end of 1960. Within five years, riding the 
sixties’ population wave, Cott sees 1,500 bottlers of Big Giant, world- 
wide. National distribution is somewhat simplified for Big Giant by 
the Mission bottler setup—natural Big Giant potential. 


“Bottlers have a heavy investment in glass,” explains Al Cott. 
“They want to make this investment in a drink with the right ac- 
ceptance. We have that. Big Giant is distributed in every super market 
chain except one, and in most independents, in the New York area.” 
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#4 perils 


of an advertising 
decision maker 


HE COMPUTED COST PER THOUSAND BUT FORGOT LOST PER THOUSAND 
This ad man’s headache is a whopper! He did all right by figuring cost-per-thousand 


of readers reached by “general interest” media. But by failing to figure “lost-per- 
thousand” of readers not interested in his client’s product, he wasted precious 
dollars that could have been invested in Hearst Special Interest Magazines. 


HEARST magazines 


13 keys to the special interests of 73 groups of people «++ Good Housekeeping 
Popular Mechanics «American Druggist e Town & Country e House Beautiful e Motor e Science Digest 
Motor Boating « Sports Afield « Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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the most DYNAMIC 
ATTRACTION 


a show ever had! 


at the 1960 PHILADELPHIA 


42nd NATIONAL METAL CONGRESS & EXPOSITION 
Philadelphia Trade and Convention Center + Oct. 17-21, 1960 


EXHIBITORS 
FROM ELEVEN 
METALS AREAS 


Ferrous Metal Producers 

and Distributors 

Nonferrous Metal Producers 

and Distributors 

Related Engineering Materials 
Nuclear Materials and Equipment 
901 Materials, Cutting-Off 

and Forming Equipment 
industrial Heating Equipment 

and Supplies 


Cleaning and Finishing Equipment 
and Supplies 


Welding and joining Equipment 
and Supplies 
Testing, inspection and Control 
Equipment and Supplies 
Production and Casting Equipment 
anc Supplies 

1l. Parts, Forms and Shapes for 
Design and Applications 


Exhibitors at the Philadelphia Metal Show 
will gather their customers and prospects 
from the broad metalworking industry, in- 
cluding automotive, aircraft, appliance, 
ordnance, farm machinery, electrical ma- 
chinery, instruments, and miscellaneous 
metalworking manufacturers .. . creating 
a thriving, effective, profitable market- 
place. If your potential for sales lies in 
any of these areas, the Metal Show 
should take priority in your sales pian 
for maximum impact in the Soaring Sixties. 


Floor Plan Folders are now available — 
for complete information, consult the 
ASM representative nearest to you, or 
write direct. 
NEW YORK — OXford 7-2667 
CLEVELAND — JOrdan 4-2271 

(Novelty, Ohio) 


CHICAGO — WAbash 2-7822 


Steel, the sinew that binds the strength of America, will serve as a magnetic 
attraction to call attention to every area of metals technology, ferrous and 


nonferrous, at the most metallic of all Metal Shows — the 1960 Philadelphia 


Metal Show, now blue-printed and ready to grow into its full dimensions. 
This new emphasis on the essential! metals of industry reflects a growing 
specialization . . . a focusing of attention . . . to yield a greater benefit. 

In the evolution of the Metal Show, the time for such refinement has come. 
Now it is possible to achieve a concentration on materials 

that is unsurpassed anywhere for an intensive person-to-person 
interchange of information. The STEEL ARENA is the threshold to a 
whole new world of metals within the exhibits and technical sessions. 
The pre-eminence of a Metal Show of these dimensions is worth your 
closest consideration as an exhibitor — you are invited to share its 
benefit in any of the eleven areas of metals listed. 


MAKE PLANS NOW 


TO EXHIBIT AT THIS GREATEST OF ALL METAL SHOWS! 


AMERICAN SOCIETY FOR METALS 
Metals Park * Novelty, Ohio 
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...a@ benefit to every. exhibitor 


METAL SHOW 


Theme Symbol .. . towering f bove the 
ful, idea-full STEEL AR ood 
’ a vaciate 
effect throughout the exposition halls to 
Wcase for all metals 
See end products 
ay 4 
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I sates WGAL-TV 
Channel 


MULTI-CITY MARKET 


Extensive coverage is only one facet of the WGAL-TV story. 
For instance, ARB and Nielsen show that the WGAL-TV 
audience is greater than the combined audience of all other 
stations viewed in the area. Too, the WGAL-TV multi-city 
market, America’s 10th, is outstanding for prosperity and 
stability, as evidenced by its coverage figures. You can 
count on sales action when, you advertise on WGAL-TV. 


Representative: The MEEKER’ @ompany. Inc. New York «+ Chicago 


> 
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WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBs 


STEINMAN STA’ | C caro 
Clair McCollough, P- | 
Los Angeles + San F . 7 . 
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SIGNIFICANT TRENDS 


Clerks Aren't Selling? Don't Worry! 


The much lamented drop in the quality of retail 
selling may actually be a break for marketers of 
many types of department and specialty store 
goods. 


This decline has paved the way for the full-scale 
entry of self-service into the non-foods fields. 


Naturally, many marketers are wondering if self- 
service can ever take the place of the good old- 
fashioned sales clerk who could turn an inquiry 
into a sale and turn that sale into the further sales 
of a bushelful of related items. For many, many 
products, it can indeed. 


The experience of the food marketer proves this. 
He now has almost complete control over his 
product, even in the store. Here are just a few of 
the ways in which he benefits from self-service. 


1. The product is displayed to gain top value from 
packaging. Impulse sales often soar; valuable 
tie-ins with advertising are easier. 

. Because most super markets are built along 
similar, functional lines, there is seldom a 
strong store image to interfere with a carefully 
built product image. 


3. The product can be picked up, examined at the 
customer's leisure; built-in selling features are 
noticed. 


. Disadvantages of personal selling are elimi- 
nated; the customer's fear of displaying ignor- 
ance, reluctance to browse, fear of taking too 
long are removed. 


But one major headache arises with self-service: 
the practice of “bribing” store operators with 
allowances, favors in return for favorable display 
locations. Even so, it is highly doubtful that manv 
grocery marketers would return to dealing with 
the “mama and papa” store if given the chance. 


And there is nothing about self-service that limits 
it to groceries. 


Self-Service: Coming Fast 


When will self-service be ready? Has this form of 
merchandising gained wide enough acceptance for 
non-foods to fill the already huge gap left by the 
demise of the hard-sell clerk? 


Maybe not completely . . . but it’s coming fast. 
So fast, in fact, that the Bureau of Advertising of 
the American Newspaper Publishers Association 
predicts that by 1965, fully two-thirds of all retail 
sales will be self-service. Right now it is big 
enough for the marketer to jump into with special 
marheting tactics. 


Self-service for general merchandise is coming on 
fast from several directions. Most important among 
them are: 


* “Discount” department stores. Once considered 
a minor marketing irritation, these outlets have 
enjoyed a phenomenal growth which has brought 
them into highly significant positions in a little 
over ten years. Frank Meissner of the Stanford 
Research Institute reports that in 1960 “Several 
discount chains will be in the $250-million (annual 
sales) league. Probably one or two will be report- 
ing half-billion sales.” 

As these outlets grow and mature, they tend to 
assume many of the more “respectable” trappings: 
nicer stores, more liberal return and credit policies. 
As their original “low, low” overheads increase, 
they will have to put even more emphasis on the 
features of self-service: higher sales per square 
foot and faster turnover. 


* Department stores are searching feverishly for 
ways in which to compete with the discounters. 
They are realizing that the only way to compete 
on price is to pare services to the bone, employ 
cost-cutting techniques such as self-service. 


¢ The “super general store” is the latest and fastest 
growing self-service outlet for non-foods. These 


grocery chain-operated, all-under-one-roof extrav- 
(continued on page 18) 
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SIGNIFICANT TRENDS 


(continued) 


aganzas are typified by Grand Union’s “experi- 
mental” Grandway centers. 


Fourteen of these giants have been built alreadv— 
and nine more are planned for fiscal ’60. These 
Grandways, most of which are of the 100,000- 
square-foot size (20,000 food, 80,000 non-food), 
contain as many as 35,000 non-grocery items. 
There is some limited clerk service and a few 
wrapping counters, but the overwhelming empha- 
sis is on items that can be placed in the market 
basket and checked out with the food. 


Other chains, too, are jumping on the bandwagon. 
One chain, Dilbert’s, recently bought two variety 
stores to give its buyers, merchandisers, a chance 
to warm up for several planned Dilbert 100,000 
square footers. 


* Not all grocery chains are engaged in such 
shenanigans. But even the very conservative 
chains are stepping up the number and variety of 
non-foods offered. Example: Stop & Shop was by 
1958 gathering 10% of total gross profit from non- 
food items that are not traditional groceries. 


In spite of this surging trend to self-service, a 
quick trip through any of these outlets shows that 
surprisingly few of the marketers represented have 
made an effert to take advantage of open display. 


Yet, as more and more marketers begin to orient 
their plans to self-service, and as more and more 
retail outlets become hypersensitive about sales 
per square foot and rate of turnover, competition 
among marketers will be thick and furious. 


A product only gets one chance to make good in 
this type of selling; if it fails, there are seven more 
waiting outside for a chance. 


Changes That Must Be Made 


What, then, must the marketer who is used to 
selling through clerk service do to assure his prod- 
uct a place in the self-service scheme? 


Here is a list of a few of the more common require- 
ments of mass-merchandised products. Clearly, 
not every point can apply to every type of product: 


1. Build the brand name: Any product that can 
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possibly be branded and pre-sold should be. 
Non-foods merchandisers will prefer branded 
items for a few years at least. The reason: Con- 
sumers find quality of most non-foods difficult 
to judge, and must lean on brand names when 
store reputation is weak. Consequently, the food 
marketer's private-label headaches will prob- 
ably not creep into non-foods until stores are 
strong enough to create wide lines of well pro- 
moted private-label merchandise. 


. Advertising and promotion should be stepped 
up to pre-sell the self-service customer. P-O-P 
material is usually limited to promotions on the 
package, very occasional large floor displays. 
Counter cards are largely out. 


3. The package must be: designed for visual im- 
pact, particularly when displayed among com- 
petitors; crush-proof; identifiable from all sides; 
easily price-stamped or pre-tagged; easily 
stacked; difficult to deface or dirty. Many items 
never before packaged should be packaged for 


self-service. 


. The shipping carton should be: labeled on all 
sides, easy to open, designed to expose as much 
merchandise for stamping as possible when 
opened, extra strong and easy to handle, deco- 
rated as a floor display or take-home carton. 


. Distribution systems may need to be reorgan- 
ized to provide instant delivery, especially in 
suburbs where many of the new units are lo- 
cated. Weekend problem will be increased, as 
Saturday is often disproportionately heavy and 
many stores are open Sunday. 


. Labeling of products must contain complete 
information, instructions for use. 


. Company-run service facilities must be estab- 
lished for use by consumers, as stores will offer 
no such facilities. 


There are many other needed changes. And some 
products will take longer than others to be ac- 
cepted by self-service. But few are really out of the 
question—after all, there were plenty of smart mer- 
chandisers who said the housewife would never 
buy self-service, pre-packaged meat! 


THIS Tag 
GETS iT 
WOME: 


; 


Millions of women have come to rely on the tag you 
see here for information on how all kinds of prod- 
ucts will perform at home. That’s why McCall's 
USE-TESTED TAG — with its clearly stated, easy-to- 
read facts (based on tests under laboratory and 
home-use conditions)— helps clinch sales in every 
product category. 

Like the recommendation of a trusted friend, 
McCall’s USE-TESTED symbol on any product be- 


comes the point-of-difference...the competitive edge 

..at the moment of buying decision. Good reason 

why more and more manufacturers and retailers 
are putting this silent salesman to work. 

Manufacturers can learn how their products can 

be aided bythe USE-TESTED Program by writing to: 

McCall’s, Dept. HP, 230 Park Ave., N. Y. 17, N. Y. 


e@ WE USED IT AND WE LIKE IT?” 
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Pale Lar 


“TV Guide was the first weekly magazine to top 7,000,000 
—and they’re over by a quarter of a million” 


With circulation surging ahead, TV Gume’s 1959 guarantee climbed 
to 7,250,000. Two new editions were added (Arkansas, Arizona-New 
Mexico), bringing the total to 53. Here, in the nation’s top circulation 
weekly, advertisers also find the most realistic regional flexibility, and 
the most efficient cost per thousand ($2.00) rate structure in the pub- 
lishing field. 
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“Show me a magazine that can increase its advertising revenue 
46% in one year, and I’m interested” 


No magazine's advertising revenue goes up almost half again in a year 
without good reason. TV Guipe delivers results to its advertisers—that’s 
why it was able to rack up a 46% increase last year, the greatest percent 
gain of all weekly magazines. Advertising growth is a prime measure of 
advertising value, and TV Guipe’s gains are proof of value received. 


America’s best-selling weekly magazine... circulation guarantee 7,250,000 
Sales Management February 5, 1960 


“When people like Pillsbury, General Mills, and General Foods 
move into TV Guide, I say we belong there too” 


Many new major advertisers marched onto the pages of TV GuibE in 
1959. Frequently they proved the magazine’s pulling power with keyed 
offers. The long list of newcomers includes names like Johnson & Johnson, 
Rinso, General Electric, Jell-O, Chase and Sanborn, Baker’s Coconut, 
Campbell Soup Co., Nescafé, Swans Down, Pillsbury, Southern Comfort, 
Campana, Raytheon, Birds Eye, General Mills, Smith Brothers, Ronson 
Corp. Join this fast-growing group of blue-chip TV Gume advertisers. 
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“It’s not hard to explain their success—the need was there, 
and they did something about it” 


TV Guwe is television’s authoritative voice, in color and in print. With 
its accurate and detailed program information, skilled reporting, thought- 
ful editorial commentary, and roster of important contributing writers, 
TV Guwe fills a basic need for the millions of selective television viewers. 
As a result it has become as much a part of the American living room as 
the TV set .. . and America’s best-selling weekly magazine by far. 


America’s best-seliing weekly magazine... circulation guarantee 7,250,000 
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Planned Packaging moves merchandise 


Ever play catch with an egg? 


If you have, you'll appreciate the terrific protection job 

egg cartons perform. And they’re marvels of packaging 
ingenuity, too! Just one quick pull on the flaps of this new 
Form-Fast carton and it snaps open, exposing seven partitions 
locked in place, ready to cradle a dozen eggs. A simple 

push closes and locks it again. Resultant filling line savings 
greatly reduced costs last year in the egg industry... 


helped hold down your family food budget, too! 


Creative, cost-saving carton design is but one of countless 
ways in which Packaging Corporation of America’s concept of 
Planned Packaging, implemented through integrated national 
facilities, produces better packaging . . . more sales. 

Whether your requirements are large or small, regional or 


national, we welcome the opportunity to help you. 


Packaging Corporation of America 


Administrative Offices: Grand Rapids, Michigan; Quincy, I!linois; Rittman, Ohio 


Cartons + Containers + Displays + Egg Packaging Products + Molded Pulp Products + Paperboards 
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tETTERS TO THE EDITORS 


-§ 


anti-slump bandwagon 


Your January | “Summer Slump” 
issue reminds me of other oon: 
I've heard over the years. 

As I see it, the manufacturer 
looking for reasons not to adver- 
tise can always find plenty. De- 
pending on who his customers are, 
and on his own predilections, he 
can say: 

1. Nobody is at home in the 
summer. 

2. Everybody is too busy in the 
summer to read 

3. It's too cold to do anything 
after Thanksgiving 

4. After Christmas, business has 
to have a breather 

5. Evervbody is in Florida or 
California for the winter. 

6. At any season, let’s wait until 
the dust settles 

7. And then, of course, there's 
tight money 


J. W. Parshall 


Vice President and Executive 
Editor 

Building Supply News 

Chicago, II] 


Congratulations! Your January | 
issue is timely. | have been plan 
ning since last summer to increase 
our sales activity this year to prove 
that the Julv-August slump can be 
avoided 

SM is an effective marketing 
course for me 


James I. Leabman 


Marketing Manager, Eastern Div 
Computer Control Co., Inc 
Framingham, Mass 


Brother, am I glad that 
someone has finally decided to 
scream about the “summer slump” 
myth. Last summer our “Santa in 
Summer” promotion hypoed sales 
all over the place, and as a result 
last July was the largest month 
KLFY-TV ever had. 


We salute you. 
Guy Corley 


General Manager 

KLFY-TV 

Camellia Broadcasting Co., Inc 
Lafayette, La 


Congratulations on a great issue 
designed to start the year off right 


Good journalism, real fact-finding 
reporting, and a great boon to busi- 
nesses large and small throughout 
the nation. 

We were greatly impressed and 
plan now to conduct a pilot cam- 
paign based upon the articles and 
information contained in this issue. 

Your greatest reward for an ex- 
cellent job lies in the motivation 
generated by the special issue— 
we'd like to help you out to the 
fullest extent here in this vital cor- 
ner of the world. 


Omer J. Shively Jr 


Advertising Display Dept 
The News-Journal 
Wilmington, Del 


My congratulations for the 
publication of a fine issue 


Tom Adams 


President 
Campbell-Ewald Co 
Detroit, Mich 


I don’t see how you could 
possibly have done a more com 
plete or convincing job than you 
did, and I predict that this issue 
will jar a good many people into 
taking a second look at this sub- 
ject 


Doug Lawder 


Advertising Manager 
The New Yorker 
New York, N.Y 


We were quite impressed with 
the cover on the Jan. | issue, “The 
Prospect Never Really Gets Away,” 
and it seemed like a natural to use 
in a brochure we are planning to 
promote specialties for use during 
the hot months of the summer 

Can we have permission to use 
the copy of the cover—in fact, the 
entire front—to emphasize the fact 
that Sales Management magazine 
is actively promoting this idea of 
building summer sales? 


Charles G Howe 


Chas. G. Howe 
Advertising Specialties 
Svracuse, N. Y. 


& SM-—happy to give reader Howe 
the requested reproduction rights 


Sales 


one call gets you 
into 87 markets 


deliver goods cheaper—sell more with 
finest, most efficient public warehouses 
and distribution services through the 


AMERICAN CHAIN 
OF WAREHOUSES, INC. 


One contact with one of our ex- 
perienced representatives channels 
your special warehousing needs into 
all 87 major markets in the U.S.! 
Here’s what on-the-spot stocks in 
these strategically located markets 
offer you: 


® convenient locations near your 
customers and mobility to help 
you meet the market's fluctuation 


speedy order filling with credit 
list reference provides better 
customer relations 


shortens delivery time and re- 
duces labor costs due to modern 
mechanized handling equipment 
... cuts hours of corresporidence 
— increases sales 


GET DISTRIBUTION COSTS FROM 
ANY CHAIN MEMBER OR FROM: 
WESTERN AREA: 
Contact Henry Becker, 53 Jackson 
Bivd., Chicago, HArrison 7-3688 
EASTERN AREA: 


Contact John Terreforte, and share 
in the Golden ‘60s. YUkon 6-7722. 
Write 250 Park Ave., New York. 


FREE MEMBERSHIP 
DIRECTORY 


Write to New York or 
Chicago offices. 


er 


OF WAREHOUSES, INC. |_ 


A Nationwide System of Public 
Warehouses \ 


EVERY LINK A STRONG ONE 
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end_annoying 
mileage disputes 


lease fleetcars 
from HERTZ 


Let Hertz Car Lease Service take the gripes out of 
your sales fleet. Hertz will provide new Chevrolets or 
other fine cars (compact cars, too), handle all repairs 
and maintenance. You reduce accounting problems to 
the writing of one budgetable check 


per month. With Hertz, you have 
the nation’s most experienced car 
lessor doing all the work! 


HERTZ 


CAR LEASE 


For more information, mail this coupon! 


H. F. RYAN, VICE PRES. 
THE HERTZ CORPORATION 
224 N. WABASH AVE., 


CHICAGO 4, ILLINOIS DEPT. SM-25 


Please send me your illustrated book- 


let, “Who Should Lease Cars... 


Who Shouldn't.” 


Sales Management 


and 


POSITIOM 

COMPANY 

ADDRESS 

CITY & STATE 

NO. OF CARS OPERATED 
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—is pleased to see members of the 
advertising field hop on the anti- 
summer-slump bandwagon. 


Irish toast 


Congratulations on your colorful 
article about summer drinking 
{[“Summer Ad Readers Write to 
Prove They Also Drink,” p. 57] in 
the Jan. 1 issue. Here’s hoping that 
1960 will be a good summer for 
Madison Avenue and “Irish.” 


Donal Scully 


Director 
The Irish Export Board 
New York, N.Y. 


anonymous 


I have a reputation in some 
areas as a writer of cynical verse 
The following refers to the last 
sentence in your editorial headed, 
“He May Be Your Man” fre the 
desire of students of Harvard 
Graduate School of Business Ad- 
ministration for frequent contact 
with management] in the Jan. 1 
issue of SM 


Their wish is ambitious, these 
two hundred odd: 

To achieve something more 
than the President's nod. 
They might find success if 
they work things out right, 
And end up someday where 

he bids them “Goodnight.” 


“Post-grad” 


Director of Marketing Research 
and Advertising 


Red Motley story 


The other day I ran into some 
young executives from General 
Foods at the theater. They had 
read the Red Motley story in Sales 
Management [“Red Motley Talks 
about Alcoholism,” Nov. 20, 1959] 
and they had obviously read it well 
enough to realize that it was more 
than the story of a guy who quit 
drinking. They were aware of the 
fact that the principle of “total 
commitment,” which I had tried 
to get across in that article, was 
important in any field, including 
business. 

If you have this kind of young, 
upcoming executives reading Sales 
Management, you've got a damn 
good audience. Congratulations. 


Arthur H. (Red) Motley 


President 
Parade Publications 
New York 


VMPress1on 


“Impression is often the balance-point between growth and stagnation. With a broad 


product line for petroleum and other major industries, we find it most efficient 


to operate through independent divisions. They benefit directly by our advertising 

in the leading business publications covering Dresser markets. The total 

impression of all this advertising creates our desired over-all corporate identity.” 
John B. O’Connor, President, Dresser Industries, Inc. 


IMPRESSION — Consistent advertising helps create By concentrating your advertising in one or more of 
and maintain a favorable impression of your company the McGraw-Hill publications serving your major mar- 
among prospects for your products and services. In kets, you establish an identity for your company .. . 
today’s leading growth industries, more than 1,000,000 create preference for your products and services . . . 
key men who pay to read McGraw-Hill publications. help your salesmen close orders. 


=. McGraw-Hill 


‘ . 
Uy. 
. ” 

“wae 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


no other 
car in America 
offers so many ways to 
save fleet dollars! 
THE COMPACT NEW 


vail’ 

BY CHEVROLET 
The plain truth is this compact new 
Corvair couldn't make better business 
sense if fleet buyers had built it 
themselves. It saves in all the ways 
you expect a compact car to save— 
with an engine that works small 
miracles with mileage, with effortless 
handling that eliminates the need of 
power assists, with short, sweet 
dimensions that require less garage 
space. And, besides all these, it saves 
in ways no compact car in America 


Corvair de luxe 700 4-Door Sedan. 


Fold-down rear seat for extra storage. 


Rear engine’s designed for easy servicing. 
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ever saved before—no antifreeze, no 
radiator leaks, no coolant to flush, 
to name just the benefits of air 
cooling alone. Your dealer’s waiting 
now to take your order for the car 
that’s made to order for fleet buyers! 


Saves on Maintenance — Advanced 
engineering simplifies Corvair’s design, 
allows easy access for servicing. With 
Unipack power team, for instance, engine, 
transmission, clutch and differential come 
out quickly as a unit. Less downtime, 
lower maintenance costs. 

Saves on Extra Equipment— Corvair's 
effortless handling eliminates need of 
power assists. For salesmen carrying sam- 
ples, fold-down rear seat adds economical 
cargo space. 

Saves on Gas—Gets 25 to 40° more 
miles on a gallon of regular than con- 
ventional 6-cylinder cars. 

Saves on Garage Space—Takes 35 
sq. ft. less space. In fact, the space 
ratio is 7 Corvairs to 5 conventional cars. 
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Saves on Replacement Parts —Com- 
pact construction reduces replacement 
cost. Air-cooled rear engine simplifies 
driveshaft and exhaust systems, elimi- 
nates liquid cooling system. 

Saves on Insurance Costs — With 
Corvair’s low list price you get the 
benefit of low insurance rates (fire, theft, 
etc.). And Corvair’s low weight lowers 
the license fee in most states, too. 
Saves on Tires—Corvair's low weight 
(2,375-lb. curb weight for standard model) 
means long tire life, and with smaller 
sived tires (6.50 x 13) you'll save on 
replacement costs, too. 

Saves on Antifreeze — Corvair's Turbo- 
Air 6 never needs antifreeze, never 
requires flushing, never develops cooling 
complications like radiator leaks or 
cracked cylinder block. 

Saves on Price—Price, in fact, is the 
most practical thing of all about Corvair. 
Check your dealer for the details. . .. Chev- 
rolet Division of General Motors, Detroit 
2, Michigan. 
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Dobeckmun polyethylene 
bags provide the showcase 
for a family of quality sponges 
produced and sold by the 
Burgess Celiulose Company, 
Freeport, Illinois. 
DOBECKMUN polyethylene 
keeps the sponges soft 
and pliable by holding 
moisture inside the bag— 
at the same time lets 

| customers feel” the sponge 
yo soiling or damage. 


a 
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packages for performance 


OBECKMUN 


Dobeckmun custom polyethylene bags have helped hundreds of products capture the feeling of special goodness so 
important to modern merchandising strategy. Vital to their effectiveness is Dobeckmun design and printing skill that creates 
the fresh, clean image that lends a mark of quality and endows with saleability. Put DOBECKMUN packaging skills to work 
for your product, with packages for performance from THE DOBECKMUN COMPANY, A Division of The Dow Chemical 
Company, Cleveland 1, Ohio + Berkeley 10, California + Offices in most principal cities. 


All Fall, sold-out signs wen 
going up for the astonishing 
morning lineup on CBS Radigy 


Now see what we’ve done. TG) 
provide advertisers with an 


exciting new sales opportun- bs 
| ity, and to make the morning © | 
: stronger yet, we're bringing oe 
BING CROSBY ANI 
ROSEMARY CLOC 


starting February 29th 


It’s twenty engaging n in 


of songs and conversation) 
comedy by a pair who, a# 

say, need no introduction 

And it comes as the icing 

the cake. Here’s the f 
touch in a morning sequem 
which also (“also”!) includ 
Arthur Godfrey, Art Link 

ter and Garry Moore, Monday™ 
through Friday. 


Quite an invitation tolisteners. “7% we. 
Quite a place to tell your story " “ae 
—or have Crosby, Clooney and 
Company tell it for you—on the 


CBS RADIO 
NETWORK! 


eX, = 


EZ \ 


Tacoma 


where things are happening to keep 
business good...and make it better! 


Another Tacoma landmark comes 
down. In its place rises a modern 
drive-in facility for National Bank of 
Washington. Just one more example 
of the fact: things are happening in 
Tacoma to keep business good, to 
make it even better (and it’s mighty 
good right now!). 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market that can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer-F erguson-Walker. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 dailv 
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assignment was 

to sell the ad 

sing budget ana 

@ program to top man- 

igement ind/or the 

board 

But selling must 

condition the prospect to buy 

The prospect needs to be “edu 
cated.” 

In the process the seller should 
learn all possible about the prospect, 
his problems and ways of thinking 

If top management should know 
more about advertising, surely mar 
keting and 
should know 


cing 
iging 


advertising managers 
more about top-man 

Men who guide corporations tell 
SM that they will buy the advertising 
budget and plan when these are de- 
veloped and presented on a business 
in which all factors are weighed 
in terms of profit and 


basis 
corporate 
growth 

An advertising program that may 
cost as much as the stockholders make 
in dividends must prove that it can 
pay them more 


How to Sell 
‘Your Ad Budget 
To the 


Board of Directors 


Are boards getting tougher as budg- 
ets for ad programs grow larger? 
Reports show that more working 
directors and top management want 
answers on ratings, cost per thousand, 
tie-ins. Marketers must show them. 


By LAWRENCE M. HUGHES 


A president is preoccupied with the 
smooth and effective gearing of vari- 
ous corporate functions and forces: 
finance, law, research and develop- 
ment (or engineering), manufacturing, 
relations with several important 
groups, marketing and advertising. 

Each function may be directed by 
a special pleader for it 

The president strives not to fall 
prey to any of them 

But, though he should have a work- 
ing knowledge of each function, his 
own experience and leanings: have 
taught him more about some, and 
may have prejudiced him against 
others 

And pleading that is too eloquent, 
and seems too irresponsible, only 
strengthens prejudice 

The effects of advertising cannot 
be measured as exactly, and as fast, 
as those of a new machine in the fac- 
tory. The “manufacture” of inter- 
ested prospects and then of custom- 
ers, takes a lot of carefully planned 
and consistent persuasion. 

This investment can promote far 


bigger dividends. But it will be ap- 
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Senior Editor 


proved faster by a board or manage- 
ment committee (composed largely of 
lawyers, controllers and engineers) 
when it is not oversold—when the rea- 
sons for it are presented simply and 
logically to fit corporate aims, and the 
hoped for results do not sound like 
blue-sky ballyhoo 

Especially, advertising budgets and 
programs will meet surer approval as 
boards and top managers are con 
sistently and 
tioned to advertising. 

Today, in many companies, the 
preparing and presenting and re-pre- 
paring and re-presenting of the next 
year's budget and plan may take four 
to six months. 

But the creation and development 
of a corporate climate for advertising 
is a full-year and every-year under- 
taking. 

In such a climate—with more learn 
ing and understanding on both sides 
and throughout the company—mar- 
keting and advertising managers will 
find top management ready to buy 
business-built programs. 

continued on next page 
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Cyanamid's ‘General Staff’ Buys 


Pre-Proved Corporate Campaign 


On the strength of a lot of pre- 
proving in 1959, the “general staff” 
of American Cyanamid Co., New York, 
approved a new type of corporate 
advertising program for 1960. 

The $889,206.89 budgeted for this 
“umbrella” program is expected to 
play a major role in supporting the 
combined $18-million advertising ef- 
forts by the ten product divisions to 
expand Cyanamid’s volume from last 
vears $550 million. 

For two decades a previous cor- 
porate series stressed one product line 
at a time. The new series emphasizes 
the company’s creativity and diversity 
by presenting several products, in ads- 
within-an-ad, at one time. 

Last April, Erwin Wasey, Ruth- 
rauff & Ryan was picked—from among 
the five agencies then and now en- 
gaged in Cyanamid advertising — to 
work on the corporate account, for- 
mally effective last July 1. 

Also last April, William A. Durbin, 
public relations manager, and T. M. 
Wennergren, in charge of advertising, 
gave tentative approval—pending copy 
research—to a test of multiproduct 
approach recommended by EWR&R 

Results of this test and the idea 
of the multiproduct campaign were 
presented to the general staff in June 
It was then agreed to run a double 
spread surrounding a 4-page Dutch 
door insert in the September 26 Sat- 
urday Evening Post. The Post ad 
would be the start of a fall series in 
several magazines 

Findings from the initial ad were 
presented to the general staff in Oc- 
tober by A. B. Clow, v-p for market- 
ing, and Gen. A. C. McAuliffe, v-p 
for personnel and public relations. On 
the strength of these, “staff,” headed 
by President W. G. Malcolm, gave 
the campaign a go-ahead through 
1960 

For the “general public” and such 
special groups as medical, financial 
and agricultural, the campaign was 
planned to meet six objectives: “(1) 
To identify Cyanamid as a large, pro- 
gressive, friendly company, and (2) 
as a highly diversified company; (3) to 
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SATEVEPOST SPREAD with Dutch door inserts lead off fall series in several maga- 
zines in campaign to identify Cyanamid with products, build corporate image. 


show that Cyanamid, through its 
products, is benefiting the public; (4) 
to associate Cyanamid with its prod- 
ucts; (5) to support Cyanamid prod- 
ucts; and (6) to create outstanding 
advertising.” 

Findings in a “corporate image” 
study showed, among other things, 
“widespread lack of knowledge about 
Cyanamid.” The public knew little 
about the company’s wide range of 
products and their usefulness, did not 
relate the company to its products or 
the products to each other. 

The initial Post spread was to be 
headlined, in black: “CYANAMID- 
LAND: where chemistry’s magic 
makes more than 6,000 products for 
you.” The Dutch door half-pages (in 
blue, then purple, two shades of 
green, yellow and finally red) were 
to be separate ads for Formica wall 
tile, Aureomycin animal feed additive, 
Melmac melamine dinnerware, Cres- 
lan acrylic fiber, Gevral vitamin-min- 
eral capsules and Cyasorb light ab- 
sorbers. 

After the big Post opener, the fall 
campaign ran in page space in the 
Post, Business Week and U. S. News 
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& World Report, and large insertions 
in Barron’s Weekly. and The Wall 
Street Journal. 

Added to this list, for 1960, are 
Life and the Journal of Commerce. 

“Prime targets for Cyanamid ad- 
vertising,” EWR&R told “staff,” are: 

“1. Managers, executives and own- 
ers of U.S. business. 

“2. Professional and semiprofes- 
sional men — including not only doc- 
tors, dentists, engineers and chemists, 
who influence the purchase of Cyana- 
mid products in quantity, but also 
lawyers, editors, architects and others 

influential in their community.” 

The program should also reach 
“families whose income is over $10,- 
000.” 

Starch and Trendex sought reader 
reactions. 

Cyanamid’s scores were compared 
with those for an eight-page Corning 
glass ad in the Post for June 1, 1957. 
Trendex gave the Coming ad 59% 
“recall” and 61% “idea registration,” 
and the Cyanamid ad 40% recall and 
82% idea registration. 

Starch did not measure the Corn- 
ing ad as a whole. Among men, how- 


ever, Starch found the “noting” range 
among the three spreads in the ad 
between 36 and 46%, and “read 
most” between 12 and 15%. Among 
women, the noting range was between 
37 and 40% and “read most” 5 to 7% 

As for Cyanamid’s: 44% of men 
noted and 6% read most, and 51% 
of women noted and 8% read most 
Generally, among men, Cyanamid’s 
noting was about the same as Corn- 


ing’s, but its “read most” less than 
half as high. Among women, how- 
ever, Cyanamid’s noting and reading 
both were well above Corning’s. 
EWR&R appended to its report a 
lot of direct quotations from people 
interviewed by Starch and Trendex. 
These findings persuaded Clow and 
McAuliffe that a full-scale program 
on this approach (with some minor 
revisions) would meet Cyanamid’s ob- 


jectives. They took the revised ver- 
sion to “staff,” and got approval. 

In the process, it is said, Cyana- 
mid’s top maragement made a more 
informal decision than ever before. 

Headquarters is “merchandising” 
the new approach with dividend 
checks to the company’s 80,000 stock- 
holders; in Cyanamid Magazine to 
25,000 employees, and a brochure to 
all its 1,500 field sales people. 


Boards Do Decide, Says Weinberg, 
On Special Big-Ticket Programs 


The “directors’ direc tor” points out 
that “we see the proposed advertising 
budget. But usually we see it only 
as a part of the total corporate budget 
after 


budget factors must go to the board 


and always screening. All 


“But advertising primarily is a 
management problem. The manage 
ment appropriates the money. We 
just hold them accountable for results 
“Rarely do we veto an advertising 
proposal—and then only for overriding 
reasons 
Sidney J. Wein 
berg, senior partner of Goldman Sachs 


& Co.. New York probably has looked 


at more billions in advertising budgets 


Over the vears 


than any other man 

In recent years he has reduced the 
number of boards on which he sits, 
and works, to nine. Of these, five are 
well up among the 100 largest na 
tional advertisers: Ford Motor (whose 
first public offering of shares he or 
ganized), General 
Foods, B. F 
National Dairy 
are substantial advertisers: Champion 
Paper & Fibre, Continental Can, Gen- 
eral Cigar and McKesson & Robbins 

“We are not specialists in adver- 


Electric, General 
Goodrich Rubber and 
The four others also 


tising,” he emphasizes 

But he admits that the board does 
act on “special” (and 
costly) advertising ventures. When 
Kraft Cheese, a National Dairy sub- 


consider and 


Sidney J. Weinberg 


sidiary, was considering a capital out- 
lay, last year, for TV singer Perry 
Como, Weinberg explains, the pro- 
posal “was explained separately to us. 
We had a lot of discussion. 

“We wanted to know how this 
‘concentration’ on Como compared in 
cost with the total of other things we 
were doing on television, and what 
Kraft could hope to get out of it.” 


National Dairy’s board approved 
the Como buy. 

Sidney Weinberg does not believe 
that a board composed largely of 
bankers, lawyers and engineers, is 
qualified to make advertising deci- 
sions — and he can cite examples of 
some large bloopers when they did. 

But he is known to spend hours 
at super markets and other stores, 
almost every week, finding out how 
things get bought. He drives Ford 
cars (if possible with Goodrich tires), 
sees that GE appliances prevail in 
his home; and the Weinbergs are 
adequately nourished by General 
Foods and National Dairy 

From such endeavors he spawns 
promotional ideas, which he promptly 
phones to the appropriate president. 
The president (if he approves) relays 
them to the appropriate manager. 
Weinberg wants no credit for them: 
“It's more important for the market- 
ing or advertising manager to get the 
credit. To build depth in manage- 
ment, we must build people.” 

Directors today are “more familiar 
with advertising,” he says. “Manage- 
ment helps to orient us, and we get 
advertising presentations. At Good- 
rich, for example, the directors see 
the advertising plans every quarter. 

Director Weinberg thinks, “We 
must spend more for advertising in 
order to get more sales and profits. 
I always recommend a larger budget 
than is asked. . . . But we want the 
assurance that it will be spent wisely 
and safely.” @ 

(continued on page 36) 
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How to Sell Your Ad Budget to the Board of Directors (continved) 


Amoco’s Board Keeps Monthly Tabs 
On Advertising Plans and Progress 


As with its parent, Standard Oil 
Co. (Indiana), Chicago, advertising of 
The American Oil Co., New York, is 
subject to regular, frequent and thor- 
ough review by the directors. 

At one recent monthly session on 
it, Amoco’s board—composed entirely 
of working “insiders”: 


1. Analyzed ratings and cost per 
thousand in 63 eastern and southern 
markets where Amoco telecasts weekly 
the syndicated half-hour “U.S. Border 
Patrol.” 


2. Discussed 


advertising tie-ups 
with the new compact cars, and with 
a forthcoming sports car race at Seb- 
ring, Fla., and the International Boat 


Show at New York 


3. Reviewed ads in 350 dailies, di- 
rect mail pieces, and copy for the 
eastern and southern editions of Sports 
Illustrated, on how Amoco gasolines 
can keep the compacts rolling 
smoothly. 


4. Looked at three suggested ap- 
proaches for the 1960 campaign 
The approaches represented three 
months of work by Amoco’s advertis- 
ing and sales promotion department, 
under John B. Goodman, and the ad- 
vertising agency, The Joseph Katz Co 
“Though we presented three ap- 
proaches,” Goodman explains, “we 
recommended one of them. The board 
bought the one recommended.” 
With T. A. Aldridge, marketing 


v-p, serving as chairman of this ses- 


) 


ECONOMY STARTS HERE 


DAILY NEWSPAPER ADS account for 
one-fourth of Amoco’s total ad budget. 


sion, “All of our directors voice their 
reactions. The discussion is fast-mov- 
ing and constructive. If any director 
doesn’t like a proposed campaign, we 
work out a compromise and show the 
changes at the next meeting. . . . The 
heads of other departments recognize 
that the marketing people know their 
stuff. 

“Previously, advertising was essen 
tially a marketing decision. We've 
found, though, that participation of 
the others has not cramped our style 
In fact, it has helped. 

“A year's program has never been 
vetoed.” 


Crucible’s ‘Bird-Dog Division’ 
Substantiates Advertising Budget 


“This is a report of your bird-dog 
division,” top management at Cruci- 
ble Steel Co. of America, Pittsburgh, 
was told—with a picture of a hunting 
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dog and hunter in the classic 

“Advertising and sales promotion 
are to the sales organization what 
bird dogs are to the hunter. . . . You 


pose 
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Board members at these monthly 
meetings are President L. W. Moore, 
the vice presidents for manufacturing, 
for supply and transportation, admin- 
istration, law and marketing. 

Other participants are the associate 
general counsel (“who,” says Good- 
man, “gets most of the marketing 
problems”), the general and assistant 
general manager of sales, the manager 
of wholesale operations, Goodman, 
and several agency ag 

Early last October this group saw 
the first presentation for the 1960 
campaign. First advertising on the 
new approach will break in Florida 
newspapers in mid-February; then 
will start in the rest of the South, 
and will reach the far North by mid- 
March. 


> A large percentage of Amoco’s ad- 
vertising expenditure is placed in 
television, with “Border Patrol” being 
supplemented in the fall by sponsor 
ship of pro football. One-fourth is 
in daily newspapers, and one-third in 
outdoor posters 

(The board was pleased to learn 
that “Border Patrol,” started by Amo 
co last spring, produces an average of 
“better than 40% share of audience” 
in all 63 markets.) 

Amoco distributes in 25 states—in a 
long crescent from Ohio east to 
Maine, south to Florida and west to 
Texas. The advertising supports four 
regional and 25 district sales offices 
and more than 350 field sales people 

plus station merchandisers 

Amoco products are retailed by 20, 
000 stations, of which 14,000 are sold 
direct and 6,000 by some 400 larger 
and smaller distributors, primarily in 
the South. With distributors, Amoco 
conducts 50-50 co-op advertising. 


can sell some special steels without 
advertising. But your selling efficiency 
is greatly reduced—particularly when 
your competition does have bird 
dogs.” 

Mrs. Josephine M. Shea, assistant 
advertising manager, reported at As- 
sociation of National Advertisers’ na- 
tional workshop that Crucible “al- 
ways” gets aivelidne budget ap- 


proval from the board of directors — 
after top management (including vice 
presidents of finance and production) 
have been convinced of the need for 
more and better bird-dogging. 

Though No. 13 in sales size, Cruci- 
ble is said to be the No. 1 specialty- 
steel producer 

A typical pitch shows “five steps in 
producing a sale: (1) contact (reach 
all who control buying); (2) arouse 


interest; (3) create preference; (4) 
make specific proposal; and (5) close 
the order. . . . With advertising, sales- 
men can concentrate on selling.” 
McGraw-Hill findings are cited: In 
33 customer plants, U.S. Steel sales- 
men called on 105 buying influences. 
Though business-publication advertis- 
ing reached 103 of them, U.S. Steel 
found “1,850 other men who receive 
and read business publications, who 


Agency Change Helps to ‘Educate’ 
J-M's Top Managers on Advertising 


In an industrial company, adver- 
tising may count less than some other 
functions. To support the combined 
$350-million volume of its ten divi- 
sions, Johns-Manville Corp., New 
York, has budgeted for 1960 a total 
$2.5 million, or less than 1% of sales 

Even with sales promotion doubling 
this, the $5 million comes to a lot 
less than J-M’s expenditures for pet 
sonal selling 

And because ]-M conducts no cor- 
porate campaign, its top management 
may be even less exposed to advertis 
ing problems and opportunities 

Last spring, however, explains Regi 
nald L. Johnson, v-p and director of 
advertising, management wondered 
after 28 vears with J. Wal 
ter Thompson Co 


whether 
a fresh viewpoint 
on these problems and opportunities 
might not be worthwhile 

4 3-man committee of Johnson and 
the advertising managers of the Build- 
ing and Industrial Materials divisions 
looked at 24 agencies and reduced 
the contenders to three 

Then, in July, the finalists —G. M 
Basford Co., Cunningham & Walsh, 
and JWT — made their 2-hour presen- 
tations, on successive days, after lunch 
as guests of Johns-Manville 

Their audience included five senior 
officers: Adrian R 


and chief executive 


Fisher, chairman 
Clinton B. Bur- 
nett, president and chief operating 
officer; and three corporate v-p’s, John 
P. Svme, assistant to Fisher; William 
R. Wilkinson, general manager of 
Building Products; and John A 
O'Brien, for Sales 

Heads of the other operating divi- 
sions and Johnson also sat in. Finally, 
Cunningham & Walsh was chosen. 

“From those sessions,” Reg John- 
son says, “our top management really 
got an ‘education’ in advertising. . . . 

“Our divisions have a lot of au- 


tonomy — with their own profit-and- 
loss responsibility 
conducted by our 


ment.” 


But advertising is 

central depart- 
Under Johnson is an adver- 
tising manager or assistant advertising 
manager for each division 

“Each August the general manager, 
sales manager and product or ‘line’ 
managers (there are 50 to 100 prod- 
ucts in each division) start studving 
next year's requirements, down to the 
last piece of literature. The advertis- 
ing manager works with them 

“Every division manager, of course, 
wants all the advertising he can get. 
But he must be a realist. His re- 
quested budget finally evolves as a 
percentage both of current-year sales 
and coming-year forecast allowing 
for new products and changing con- 


Manville » 


make buying decisions, but were 
never contacted by their salesmen.” 

The bird-dog division reported 30,- 
000 inquiries from Crucible’s adver- 
tising in one year. And for “proof of 
contact,” top management learned: 
From 79,931 questionnaires sent to 
customers and prospects, 8,443 useful 
returns were received. Of these, 
“Over 99% read the magazines in 
which we advertise.” @ 


ditions.” (Often he calls Johnson for 
advice.) 

By late each 
manager has shown Chairman Fisher 
his hoped for budget and the reasons 
for it. If Fisher disapproves, the divi- 
About 
70% of all proposed division-budgets 
face some “adjustment.” 


November division 


sion develops a compromise 


The final consolidated advertising 
budget is approved by Fisher, Presi 
dent Burnett and Sales V-P O’Brien, 
to whom Johnson reports. 

Johns-Manville’s board of directors 
is composed of four “insiders” and 
eight “outsiders.” Though it does ‘not 
approve the advertising budget, it 
gets copies, every month, of repre- 
sentative ads of all divisions 

Efforts are made to keep the whole 
program flexible: Each division's ap 
proved budget includes reserve funds 
All division budgets are reviewed 
each spring for possible second-half 
adjustments. ® 


continued on page 104 


in just a few easy hours!” 


\.G FE-UP FESTIVAL 


Wake up snug tomorrw. Nail up new beauty today_ 


i 
Oe tt bal ee hen me 


Fe i ome mann 


AT JOHNS-MANVILLE, board of directors reviews representative ads from each 
division each month. J-M divisions are nearly autonomous in their advertising 
Building Materials ad (above) features four ways to remodel with J-M products. 
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Yuks and Arts: 
Purina Woos Fidos Master 


The Ralston Purina Co. has been 
boning up on the related subjects of 
dogs and masters. Ralston has in- 
vaded the dry dog food field—as com- 
as a Garden Kennel Show 
and after numerous bone-chewing ses 
sions with its agency, Gardner Adver- 
. New York, made a startling 


Dog owners are emotional 


petitive 


tising Co 
discovery 
about their canines! So what's Ralston 
doing to sell millions of dog owners 
on using its Purina Dog Chow? Why 
being emotional, of course 

Savs Gardner's 
William | 


vinced us that the average person was 


director, 
Spencer: “Our study con 


creative 


more interested in whether the family 
dog ate than in the scientific, nutri 
tional content of the food.” Believe 
it or not, thousands of spoiled dar 
lings had been turning down asparagus 
and hollandaise, sour cream, blintzes 


ind cherries jubilee, straight from the 


Every dog can be an 
“Eager Eater” every day 


Your store now has plenty of Purina Dog Chow} 


. a 


fs’e PURINA DOG CHOW? Sa SS 


COME AND GET IT message in the 
Purina ad campaign succeeded so well 
grocery short, had to 
be rationed on Purina Dog Chow. 


stores ran 


master’s table, and heading for the 
nearest garbage can 

So Purina was advertised as re- 
making the family pooch into an 
“eager-eater.” And the company used 
real dogs, displaying—at the sight of 
Purina Dog Chow-—histrionic talents 
that would shame the Actor's Studio 
Gardner used beagles, boxers, cockers 
and mutts. But no French poodles 
“They look a little exotic and citified 
to some people r 

Some 3 million dog customers later, 
Ralston Purina added a satisfied-look 
approach to its eager-eater program 
that left competitors salivating. The 
approach zoomed RP into the No. 1 
spot in the dry dog food sweepstakes 

The large photograph campaign 
broke in newspaper advertising in the 
first Purina markets: Rochester, N. Y.. 
Columbus, Ohio, Salt Lake City, and 
Memphis 

In April 1957, national advertising 
appeared in Life and Sunset maga 
zines and several farm publications 
The same creative concept and photo 
graphic techniques have also been 
used in TV commercials. (These won 
top honors in the Venice Interna 
tional Film Festival 

Purina pups belong to the natural 
school of acting. A situation is set up 
and the human actors get some coach 
ing. But Fido (not his real name) is 
turned loose to react and perform as 
the canine spirit moves him. In each 
situation up to 50 exposures are made 
Gardner 


and ten shots are selected 


experts review thousands of contact 
prints before they come up with a 
winner 
trick They are 
obedience-trained. And they aren't 
starved, as you might suppose, to get 
a faster reaction. 

Because of this offbeat approach, 
at the end of the first nine months of 
advertising, Dog Chow was in such 
demand it had to be placed on allo- 
cation. Rationing continued until 
Ralston Purina opened its new pro- 
duction facilities in Cincinnati. Even 
now there are some out-of-stock situa- 
tions. Dog Chow now outsells the 
next two brands combined. 

And thousands of Fidos have been 
able to give up those degrading tours 
of garbage cans. 


No performers, dogwise, are 


creatures merely 
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TOGETHERNESS: Pups agree eating’s OK. 
Here it's Dog Chow, Purina Dog Chow. 


¥ 

4 

ze 
WILD-EYED AND EXPECTANT: Purina 
appeals to owners of finicky eaters. 


. a 4 


IT’S WHAT’S DOWN FRONT that counts, 
whispers this well-sniffed Purina ad. 
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What the Expense Account Clampdow 


ales executives and their salesmen may be victimized 


by the Internal Revenue Service's latest drive on ex- 
pense accounts. Although the attack is not aimed pri- 
marily at the sales department, the shot may well ricochet 
off the main target and harm the bystander—sales manage- 
ment 

The IRS's target is all employees and officers who “live 
on the company.” The target is not corporations but 
individuals who escape income taxes by gaining personal 
non-taxed income from their companies via the expense 
account 
Most of them 
are owners, officers, partners, of small, closely held busi- 
nesses. They live on their companies, or on their com- 
panies’ credit cards. They and their families drive cars, 
fly in airplanes, take vacation trips, furnish their homes, 
entertain friends — all at the company's (and the Treas- 


ury s expense 


Flagrant violators caused this new drive 


They argue that high personal income 
taxes force them to do it. 

To smoke out these individual cheaters, IRS will require 
all companies — corporations, partnerships, individual pro- 
to report the expense accounts of their key 

This could involve the keeping of additional 


prie tors 
executives 
ree ords 

New record-keeping requirements took effect Jan. 1, 
on three days’ notice. Technically, these requirements are 
subject to change. Those who object have until Feb. 15 
to file comments. However, any modifications are expected 
to be minor. 

Corporation tax forms for 1960 will contain a new sec- 
tion relating to expense accounts. Corporations will be 
required to show not only salaries claimed as business 
expense deductions but also “expense account allowances 
paid to or on behalf of . all corporate officers.” If a 
corporation has more than 25 officers, this information 
must be reported only on the highest paid officers 
based on the aggregate of compensation plus expense 
account allowances.” 

The IRS definition of “expense account allowances” is 
broad indeed. It includes “amounts, other than com- 
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pensation, received as advances or reimbursements; and 
amounts paid by or for the corporation . . . for expenses 
incurred by or on behalf of an officer . including all 
amounts charged through any type of credit card.” 

Companies will also have to tell Internal Revenue 
whether or not they maintain yachts, hunting lodges, 
hotel suites, etc., for use of customers or employees and 
their families. Companies will have to disclose whether 
or not they claim deductions for family members attending 
business meetings or on vacation. Companies do not yet 
have to answer whether or not employees use company 
automobiles and airplanes for personal traveling, but this 
requirement may well come soon. 

What does all this mean to Mr. Sales Manager? 

Assuming he is a “corporate officer,” as is often the 
case, it means his expense account will be shown on his 
company’s tax return. His individual tax return will 
probably be cross-checked with that of his employer to 
uncover any payments possibly considered “expenses” by 
his employer yet really “taxable income” in the eyes of 
Internal Revenue 

It also means the chances of his individual return’s 
being audited are increased greatly. It means he had 
better keep records on his business expenses and be pre 
pared to substantiate all such deductions. It means his 
entertainment expenses will be watched with extra care, 
and credit card charges paid by his employer should 
include no personal expenses considered non deductible 
by Internal Revenue. 

On the other hand, it does not mean legitimate costs 
of business activities cannot be incurred and deducted 
No new law has been enacted - only a new set of 
forcement regulations adopted. 

The same old “reasonable and necessary” test still ap- 
plies. As IRS Commissioner Dana Latham put it recently: 
“Internal Revenue Service has neither the authority nor 
the desire to tell businessmen how they should spend 
their money. It does, however, have a responsibility to 
enforce the tax laws; and it intends to do so in this 
[expense account] area, as in all others Under no 
circumstances does the Internal Revenue Service intend 
to allow taxpayers, whether they be few or many in num- 
ber, influential or unknown, petty chiselers or large-scale 
evaders, to escape their just taxes.” 

How will the new enforcement plans affect Joe Sales- 
man, who is not a corporate officer? 

Joe Salesman will probably feel the pinch — in his use 
of a credit card, in the expense records he keeps, in 
bringing his wife on business trips at company expense 

Yet he will not be singled out like his sales boss in the 
corporation's return, nor will his individual return be 
cross-checked with that of his employer ~ under normal 
circumstances. If his company already requires him to 
account for expenses, and this accounting falls within 
what IRS considers “acceptable business practices,” the 
major effect may be a general tightening of company 
policy tow ard expenses. 

If os practice is to pay a per diem travel allow 
ance without requiring submission of hotel bills and 
transportation ticket stubs, the ‘salesman can expect a 
new system to be invoked. Internal Revenue insists the 
salesman account to the employer. Flat allowances are 
acceptable only if the payment does not exceed $15 a 
day for overnight travel away from home, and an auto- 
mobile expense of no more than 12% cents per mile. 


eans to Sales Executives... 


Is this just another flurry by IRS that will die down 
soon? 

There is no sign of this. Some 10,000 tax collectors 
have been ordered to pay special attention to expense 
accounts, and to be particularly diligent about deductions 
for yachts, hunting lodges, club dues, and vacations 
camouflaged as business trips 

Commissioner Latham is relatively new to the top job 
in Internal Revenue. As a political appointee, his period 
in office is likely to end soon after a new President moves 
into the White House next January. He is out to make 
a record for himself and still all the publicity about 
“expense account living” and “swindle sheets.” He and 
his predecessors have been under political pressure for 
stronger enforcement. The chances are that the political 
pressures will not ease and will affect his successor the 
same way. It looks as if the heat is on expense accounts 
as far as the eye can see. 

The current clampdown was inevitable. Congress, as 
well as the general public, incensed over stories of flagrant 
chiseling, was determined to put new, sharper teeth in 
the income tax laws. Yet the Internal Revenue Service 
has eased this pressure — at least temporarily — by launch- 
ing this tough new enforcement program 

The IRS warns, however, that if this current drive is 
not successful, if it does not expose the big cheaters, the 
laws will have to be tightened 

New laws would very probably dictate to sales man- 
agement how it should conduct its business. New laws 
could well limit the sales department's expense budget. 
New laws could even tell you whom you can entertain, 
under what circumstances, and how much you can spend. 


Although sales management is not the main target, it 
will be very much affected by Internal Revenue’s new 
enforcement program. Sales executives might well con- 
sult their tax officers to get the minute details. It is time 
to re-evaluate some sales policies; to tell salesmen how 
the clampdown will affect them, what new records they 
should keep, where to be careful. 

Today, Internal Revenue’s drive is not aimed at telling 
you how to spend your business money. Most big com- 
panies are convinced that this is strictly an enforcement 
drive. If their tax officers did not believe it, they would 
be up in arms. If this were other than enforcement — if 
it were a change of what is the proper deduction or how 
much is proper — companies and their trade associations 
would now be in Washington protesting a new restriction 
of free enterprise 

Although protests — or “comments,” to be specific — are 
invited by Feb. 15, few companies are expected to write 
IRS about the new enforcement drive. Obviously, no 
company is anxious to protest a program that is billed 
as a drive to enforce the tax laws. 

Some companies may say the program requires them 
to do more bookkeeping, but their gripes will probably 
take the anonymous form of a comment from a trade as- 
sociation. Other companies may even say that Internal 
Revenue is not getting tough enough. 

Regardless of company comments, there is little chance 
that Internal Revenue will change its mind. The clamp- 
down is on. It could get worse. Below you will read 
about the sales policies you may want to re-evaluate and 
the tips you may want to give salesmen to help them 
understand why IRS's eye is on expense accounts. 


_.. and What to Do about It 


First, here are some sales policies 


to reconsider 


© Credit cards—IRS_ specifically 
points at credit cards as contributing 
greatly to expense account abuses. 
Here's an example: A company gives 
its salesmen credit cards for charging 
business expenses. The company re- 
ceives and pays the monthly bill, 
without requiring an accounting from 
the salesman if the bill is “reasonable.” 
But, says Internal Revenue, the bill 
may include personal charges by the 
salesman and these should be credited 
by him as taxable personal income 

In this case, Internal Revenue will 
now require the salesman to keep 
records and report to the company all 
business expenses charged on a credit 
card. He will have to note the “who, 
when, where, how much, and why” 
for each charge on his credit card. 

To be sure that no slips occur on 
credit cards, some companies changed 


their procedures Jan. 1. They now re- 
quire the salesman to receive the 
monthly credit card bill, pay it him- 
self, and submit an expense account 
for reimbursement. This method as- 
sures that a physical record is made 
for all business charges and that no 
personal expenses are paid by the 
company. Of course this method is 
still vulnerable to all the time-honored 
techniques practiced by the swindle- 
sheet experts, but it does guarantee 
that the proper records will be kept. 


@ Wives — Today the practice of 
wives’ traveling with salesmen to con- 
ventions and on business trips is as 
widespread as the practice of the com- 
pany’s picking up the tab for both 
The company may still pay the check 
but the salesman may find his expense 
audited by a revenue agent and be 
taxed for his wife's share of the trip. 

Some companies will now try to 
justify paying for wives’ attendance 


Sales Management 


at company conventions. They will 
add to the meeting schedule a special 
business program for wives. They will 
tell the wives about the company, 
how they can help their husbands 
become more successful, how they 
can become indirect saleswomen for 
the company. Such business programs 
for wives may be accepted by revenue 
agents as demonstrating the legitimate 
nature of the wives’ travel expense 

There is some precedent, however 
small, for this. In a recent case in 
Alabama District Court, a salesman 
for Liberty National Life Insurance 
Co. won his point. The court’s deci- 
sion, which may be contested in a 
higher court, ruled that the wife’s 
expenses on a company convention 
trip were deductible. The court said 
the wife went along “to feel closer to 
the company and to [assure] a 
higher tone at the meeting.” 

For all practical purposes, however, 
a wife’s expenses paid by the com- 
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pany will be considered personal in- 
come. It is extremely difficult to con- 
vince a revenue agent that a wife is 
a necessary business expense. 


® Sales meetings—There are three 
tvpes of sales meetings. The genuine, 
legitimate 
business expense, even if held in a 
remote resort (in the U.S.) “to get 
awav from it all.” 

At the other extreme is the reward 
tvpe of meeting, which IRS considers 
personal income to the participants 
An actual case: General Motors had 
an arrangement with heads of Buick 
agencies whereby, based on attaining 


shirtsleeve session is a 


certain quotas, each agency sent a 
man to a dealers’ meeting in Nassau 
Internal Revenue has now held that, 
even though a meeting was held, the 
cost of the trip to Nassau represented 
a prize which was taxable income to 
the individual 

In the third type of sales meeting, 
a company takes its entire sales force 
to Bermuda, Nassau, Paris or other 
distant vacation spots. If the company 
does not have an office at the vaca- 
tion site, the revenue agent could 
challenge the expense, even if a sales 
meeting is actually held 


e Yachts, hunting lodges, etc. 
Entertainment of customers and pros- 
pects at hunting lodges, apartment or 
hotel snites, country clubs, on vachts 
etc., is still a legitimate business ex- 
pense. Now, company 
must answer on its income tax return 


however, a 


whether or not it does so. 

An affirmative answer mav invite 
an audit. To be prepared for the audit 
a company should keep a running 
record of the “who, when, why, where, 
and how much” of such entertainment 
for business reasons. A second record, 
of non-business entertainment at these 
facilities, should also be kept, since 
the employees who enjoved it may be 
required to report the value of this 
entertainment as personal income 

These records are easy to keep 
Failure to keep them could invite a 
complete detailed audit of your com 
pany’s entertainment and business ex 
penses, including the personal income 
tax returns of every salesman 


© Big expense items—Internal Rev 
enue now rules that where more than 
one company officer is involved in an 
expenditure, the one who signs the 
tab must bear the entire expense. This 
means that when a group of company 
officers entertains a party of custom- 
ers, the sales vice president, who often 
picks up the check, would be wise to 
alternate with other company officers 
on this duty 


account may reach outlandish propor- 


Otherwise, his expense 
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tions and flag him for a personal audit 
by the revenue agent 


@ Commission salesmen — Com- 
panies that pay salesmen on a straight 
commission basis, with the salesmen 
paving their own expenses, will now 
have to advise their salesmen to keep 
detailed expense records. 

Here's why: A company pays a 
salesman, for example, a 5% commis- 
sion. His annual sales are $200,000; 
his commissions, $10,000. The sales- 
man reports to the company a flat 
monthly expense figure averaging 
$350. The company, not caring 
whether the amount reported is a 
true expense figure, readily records 
his income as $10,000, less $4,200 for 
expenses. Thus the salesman is taxed 
only on $5,800 income 

Since Internal Revenue ‘now says 
that this does not constitute a proper 
accounting, the salesman will have to 
report the details of all business ex- 
penses. The salesman may now pre- 
fer another type of payment, such as 
a lower commission rate plus detailed, 
substantiated expenses 


& The reconsideration of these sales 
policies highlights the fact that the 
salesman will be considerably affected 
by the new drive on expense accounts 
Here are some tips you might give 
the sales force: 


e Entertainment—This clampdown 
is not a change in what is considered 
a legitimate business expense, and a 
company need not change its policy 
Although the 
salesman is not being accused of abus- 
ing his expense account privileges, 
he can be warned that he may well 
be invited by the local tax collector 
to discuss his business expenses 

The salesman can be warned that 
the current drive, if not successful, 
could lead to new laws which would 
crack down on what is now a legiti- 
mate business expense 


on business expenses 


© Club dues — Internal Revenue 
seems to make a distinction between 
business luncheon clubs and country 
clubs. If business expenses at a coun- 
try club appear large, a revenue agent 
is almost certain to challenge them 
and demand a complete accounting. 

Even business luncheon club ex- 
get closer scrutiny 
If a salesman entertains often at a 
business club and runs up a large 
bill — say, $2,500 in a vear — the rev- 
enue agent can contend that the sales- 
man would have had to spend part of 
that $2,500 for his own daily lunches 

A recent Tax Court ruling backs 
up the tax collector in this case. Ex- 
ample: Your salesman invites his best 


penditures may 
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customer to lunch and is reimbursed 
for the cost. The check is $12, about 
$6 each. Ordinarily, the salesman 
spends $2 for his lunch. The court 
ruled that $10 of the $12 lunch was 
a business expense and that $2 was 
personal taxable income for the sales- 
man 


e “At-home” entertainment—Inter- 
nal Revenue apparently views this 
with a strict eve. IRS’s “Tax Guide 
for Small Business” savs that the cost 
of entertaining customers in = your 
home is only partly deductible—to the 
extent of the added expense of enter- 
taining the customers. If the cus 
tomers’ wives are present, says the 
tax guide, “it is doubtful whether any 
part of the total expense incurred 
would be deductible.” 

A salesman who entertains at home 
may have to prove to his tax collector 
that such entertainment is a necessars 
business expense, not a social gather 
ing of friends 


© Credit cards — Internal Revenue 
holds that credit card charge slips are 
no longer by themselves an automatic 
“accounting” of business expenses 
Either the company or the salesman 
may pay the monthly credit card bill, 
but the salesman must now keep de- 
tailed records. The IRS is out to nail 
the man who charges personal ex 
penses to the company and thus gains 
personal non-taxed income 


@ Wives—Internal Revenue gener- 
ally regards a wife's expenses paid by 
the company as combi 
come to the salesman 

To claim a wife's expenses on a 
business trip as a deductible expense, 
a salesman must show “that the wife's 
presence served a bona fide business 
purpose, directly attributable to the 
taxpayer's business and necessary to 
the conduct thereof 


e personal in- 


The wife's 
performance of some incidental serv 
ice for the taxpayer will not establish 
that her presence is necessary to the 
conduct of his business.” 

Even if the wife's company-paid 
expenses on a business trip are ruled 
personal income, the salesman. still 
comes out ahead. Example: Salesman 
brings his wife to a convention in 
Miami. His plane fare is $200; hers, 
on the family plan, $100. The hotel 
rate is $30 a day for a single; $40 
for a double His meals and business 
expenses are $20 a day; hers, $10 
The 5-day trip costs a total of $650 
but $450 is charged to the salesman; 
only $200 to his wife. The IRS has 
ruled that only the additional ex 
penses incurred by the wife's presence 
are taxable. Thus, if this salesman is 
in the 30% tax bracket, he must de 
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Arranging a bowl of 72000 roses-‘from overseas 


“Tn our business of supplying articles from abroad for 
premium promotion, timing is all-important,”’ said 
Mr. D. A. Haas, vice president of Around-the-World 
Shoppers, one of the world’s leading premium 
suppliers 

“The Minute Maid Corporation was sponsoring 
the New Year’s Day telecast of the Tournament 
of Roses parade over NBC-TV network. To drama- 
tize this TV event, the company wanted to present 
each Minute Maid broker and distributor with a 
bouquet of artificial roses on New Year’s Day. 

“‘We had just six weeks to design, manufacture, 
package and bring 72,000 roses in from overseas. On 


> 


top of this, we had to make overnight delivery of the 
6000 bouquets of a dozen roses to points all over the 
country. 

‘We were able to sell the Minute Maid Corporation 
on our premium services,”’ said Mr. Haas, “‘because 
Emery provided on-time delivery anywhere in the 
United States through absolute control of shipments 
from door to door.” 

Businesses, large or small, can use Emery profit- 
ably in their sales programs. Call your local Emery 
office for full information. Write Emery for this free 
idea-packed booklet: “6 New Ways to Promote Your 
Product by Air Freight.” 


) EMERY AIR FREIGHT 


801 Second Avenue, New York 17, N. Y. + “The World’s Fastest Transportation System” 
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clare $200 personal income and pay 
a $60 tax for his wife's trip to Miami. 

The salesman may have to pay for 
his wife’s dinner when entertaining 
customers, or, if his company pays 
for it, consider her expenses as per- 
sonal income. eis, Salesman’s 
best customer is in town, along with 
his wife. The salesman invites cus- 
tomer and wife to dinner. The sales- 
man also brings his own wife, and 
the foursome has a night on the town. 
The tab is $80. The company reim- 
burses the salesman for the full $80, 
but the IRS could consider his wife's 
share as personal income unless he 
can prove that her presence “served 
a bona fide business purpose [etc.] 


In this case, the tax collector might 
rule the salesman’s wife was not de- 
ductible, but the customer's wife was 
The revenue agent usually recognizes 
that the salesman cannot very well 
invite a customer to dinner and leave 
the customer's wife sitting in the 
hotel room 


® Records—The salesman will now 
have to keep records that will enable 
him either to account to his company 
or to report his business expenses 
properly on his own income tax re- 
turn. He must show the business na- 
ture and amount of all expenses, 
broken down into broad categories 
transportation, meals, hotel, entertain- 
ment, etc. IRS says a salesman’s rec- 
ords will usually be deemed adequate 
if they disclose: 

“Why-—the relation of the expendi- 
ture to the taxpayer's business. The 
business purpose of the expenditure 
must be established. 

“Who — the name of the person or 
persons entertained. 

“When — the date. 


“Where — the place of the expendi- 
ture, the recipient of the sums ex- 
pended, and he nature of the prod- 
uct or service received. 

“How much —the amount of the 
expenditure.” 

IRS adds that “Unusual items 
should be accompanied by explana- 
tions and large items should be sup- 
ported by evidence of payment.” 

Many salesmen record their ex- 
penses in a “little black book.” This 
record will be accepted by Internal 
Revenue, “provided the record is kept 
concurrently and in sufficient detail 
to enable the agent to readily identify 
the amounts and nature of the expen- 
ditures. Supporting documents for 
large or unusual expenses should be 
furnished.” 

If a salesman’s deductions are chal 
lenged by his tax collector, he should 
be able to produce exact proof of how 
much he spent, why, on whom, when, 
and where. If he cannot furnish exact 
records, he may be allowed to esti- 
mate the expense on a_ reasonable 
basis under the so-called Cohan rule 
He should be warned, however, that 
the revenue agent will probably trim 
his estimate considerably before pass- 
ing on it 


&> It is important to realize that the 
findings of revenue agents vary all 
over the lot. This is not new. One 
tax collector may recognize an ex- 
pense as deductible where another 
will not. When the salesman (or the 
corporation) sits down at the table 
with a revenue agent, he is dealing 
with human nature —a most unpre- 
dictable commodity. 

In the next issue, SM will discuss 
how to deal with the tax collector 
and what to do if you disagree with 
his ruling. @ JGP 
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“What did | tell you, Ed? That kid of mine is a born salesman!” 
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How to change 


advertising 


agencies 


Suppose there are compelling reasons why you 
believe you should change agencies. And suppose 
you have gone at the job carefully and logically, 
measuring all of the possible candidates against 
the yardstick of your well-thought-out needs. By 
this process you have eliminated those which 
obviously won't do. 

And now you must choose, from the several 
acceptable candidates remaining, the one most apt 
to be right for you. How do you make that one last 
final choice on which so much depends? 

The temptation is to say, “They’re all good 
agencies; other things being equal, the only im- 
portant consideration now is the men who will 
work on my account.” 

But other things are never equal. The biggest 
single difference between agencies is in the quality 
of agency management. It is the men who run your 
agency who determine its standards of service, and 


this determines the real value of the job the agency 


does for you. They determine not only the type of 


men who will work on your account, but the degree 
to which these men will be backed up by support- 
ing services inside the agency. They provide con- 
tinuity and depth in agency service far beyond the 
power of any individual account man. They have 
the largest stake in building their business through 
helping you build yours. 

So take time to know the men who run the 
candidate agencies. Talk to them as if they were 
candidates for a major job with your company— 


it’s at least that important. 


J 


| ~~ 
Ate A 
yo “{y y \ 
+ 


4 


— 


=. 


Do you agree with their approach to advertising 
problems? With their business ethics? Have they 
demonstrated their ability both as advertising men 
and as managers? What is their record of personnel 
(as well as client) turn-over? Do you think they 
will “wear well” with you? Are they really inter- 
ested in your business? 

Talk to them person-to-person, across the desk, 
without presentations or props. Talk to them long 
enough to get inside the shell of formal courtesy. 
With the management of one of the agencies you 
will have (to a greater degree than with the others) 
an instinctive sense of trust, of wanting to do 


business with them. That’s when you’ve found 
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Buying actions from ads 


Based on interviews by Daniel Starch & 
Staff with typical readers of VOLUME 


FEEDING MANAGEMENT. 


These ads and comments are worth looking over 
carefully, as they can help you identify the 
kind of advertising that gets sales results in the 
volume feeding market 


The advertisements reproduced on these pages 
ran in VOLUME FEEDING MANAGEMENT. Daniel 
Starch & Staff asked a typical cross section 
of readers what action, if any, had been taken 
as a result of reading these advertisements. 
Some of the answers are reproduced here. 


They show the selling power of these ads... 
and the buying power of these readers. 


A point of interest here is that few advertisers 
in this field send direct salesmen to call on 
volume feeding operators. Usually, it is the 
local distributor salesman who makes the calls, 
and he represents hundreds of products. He 
hasn't the time to describe the products of every 
manufacturer he represents and, even more to 
the point, when he tries he can’t be expected to 
know all the sales arguments, all the user bene- 
fits. Because of this, buyers in the volume feed- 
ing market depend to a large extent on the 
information they get direct from manufacturers 
in the form of advertisements. 


Jade-ite Restaurant Ware 
and Anchorgiass Ware 


cost less to buy... 


FOOD FLAIR 


INSTANT POrTATORS 


cost less to replace! 


2 c olors 
McCann-Erickson, New Yorh 


Dietitian —Hospital 

I was interested in the variety and 
color of this glassware and I intend to 
order ut 


Vanager — Restaurant 

We will use the coupon and send for 
the free cup and saucer, because we are 
always looking for new durable china 


Chief Dietitian —Hospital 
“We are going to try some of these 
Jade-ite dishes.” 
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1-Side of insert. 4 colors 

Agency: J. Walter Thompson, Chicago 
Manager — Restaurant 

“Saw this ad and purchased Kraft In 
stant Potatoes and am well pleased 
with the product.” 


General Manager — Restaurant 
Interested in this new product and 
have ordered some to try. It is a good 
idea for an emergency.” 

Dietitian — Hospital 

“I tried these, and ordered them, for 
now 90% of the potatoes we use are de 
hydrated. It is easy to figure out the 
servings and there is no waste.” 


a 


Page, black & white 
Agency: Walter J. Zimmerman Associates 
New York 


Manager — Restaurant 
I am very much interested in Cecil 
ware and showed this ad to our jobber 


so that we can order the equipment 


Vanager —Club 

We have Cecilware equipment which 
we bought as a result of past ads in 
Volume Feeding Management 


= MELVO FRYING 


1-Page, 2 colors 


Agency: Meldrum & Fewsmith, Cleveland 


Wanager — Cafeteria 
“Bought this vegetable shortening.” 


VWanager — Cafeteria 
“] tried two recipes given in this ad and 
found them delicious.” 


Dietitian —Hospital 

I wrote for information. Hope this 
shortening doesn't smoke like the kind 
we are using.” 


OL LLUNE, 


MOLOEO FIBER OC. 488 TRAY COMPANY 


Page, black & white 
Agency Bond & Starr, Pittsburgh 


Vanager — Restaurant 


“Purchased these trays.” 


Dietitian — Hospital 
Discussed the possibility of purchas 
ing these trays for our new kitchen 


Manager — Cafeteria 


“Suggested we buy these trays.” 


| New from Hotpoint! 


2 great cooking advances 
with sensational performance 


Page, black & white 
Agency: Don Colvin & Company, Chicago 
Head Dietitian —School 
“If I can get an allowance from the 
board I will certainly buy one of these 
steam cookers as we desperately need 
one, especially a small size as we don't 
have much space in our kitchen.” 


Owner — Restaurant 

“We originally bought our two Hot- 
point stoves through this magazine. We 
also got Jackson dishwashing from this 
magazine.” 


We mentioned above one reason these advertisements 
get so much attention and action from readers. There 
is another worth noting — that VoLUME FEEDING 
MANAGEMENT is the one magazine devoted exclusively 


to the interests of volume feeding specialists, whether 
they operate in restaurants, schools, hotels, hospitals or 
anywhere else meals are served outside the home. 
VOLUME FEEDING MANAGEMENT is read not only for the 
interesting ideas and case histories that appear on its 
editorial pages but also for the ideas and product in- 


formation that comes direct from manufacturers to vol- 
ume feeding operators through the advertising pages. 


READER ACTION 
ON ADVERTISEMENTS IN 
VARIOUS ISSUES OF 
VOLUME FEEDING MANAGEMENT 


Booklet, free on request, contains all 
quotes as reported by Daniel Starch & 
Staff, to date. Gives you a gauge of 
the selling power of good ads in the 
right medium. 


For booklet, market or media informa- 
tion, write VoLUME FEEDING MANAGE- 
MENT, 205 East 42nd Street, New York 
17. Or call our nearest representative. 
VoLUME FEEDING MANAGEMENT is a 
Conover-Mast publication. 


the ad reactions that count are buying actions 
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There's a Maverick Moving Mohawk 


“Nepotism,” they yelled, when the boss’ son-in-law took over; 


but if “nepotism” means results like this, let's have more of it. 


chairman's 


Whe n daughter’s 
1usband ( over Akron’s smallest 
producer in March 1956, the two 


er qualifications his 
1} 
1 | 


ured had earned him the job were 
outh he was iH 


Henrv Mitchell I 


, 1 
ten vears with The 


and personality 
iwcett had had only 
Mohawk Rubber 
Co. The smug ones sat back waiting 
for a dull thud 

Then the ne wspaper reports starte d 
rolling in 

March 4, 1957 
sales last vear and 15% 


announced today Mo 


“Gains of 542% in 


ings were 
hawk ; 

March 2, 1958—“One of the smallest 
ire firms came through with the 


; 


biggest sales and earnings increases 


in the rubber industry in 1957. Mo- 
hawk sales rose IS% ind 
Feb 5 1959 “Mohawk sales 


reached a new peak in 1958 


profits 


Today the company is boosting 
sales at the rate of $5-7 million a 
vear. From $8.9 million in '54, sales 
jumped to $25.5 million in 1958, set 
ting the best performance record in 
the rubber industry. The figure was 
ilready at $23 million when the ’59 
third quarter report came in 

ler the leadership of President 
Fawcett, son-in-law of the company’s 


Un 


former president and current board 
chairman, Ray E. Bloch, little Mohawk 
has become a pace-setter How come? 

Hank Fawcett talks about people— 
und hard work. Other than that his 
approach has been pretty unconven- 
tional 

His first objective, after taking over 
Mohawk: To find “a bunch of dedi- 
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HE MAY BREAK TRADITIONS in the 
industry—but who can argue with 
Mohawk President Henry Fawcett’s 
amazing ability to multiply profits 


cated guys Ww ho could be sold on the 
proposition that Mohawk was going 
to be as big as we could make it in 
our lifetime.” 

The men he tapped, all in their 
thirties, were picked for 
loyalty, mentality and perseverance 
preferably in that order.” With few 
exceptions (one director was promoted 
from the ranks), they came from other 


“honesty : 


rubber companies. Several were per- 

sonal friends or ex-classmates 
Fawcett gave this hand-picked set 

the hard-work theme and let them 


in on the goal: “Fifty million dollars 


February 5, 1960 


in sales by 1961 as a base from which 
We've got a long hard 
null be fore we re recognized <4 The 1 
is he puts it “We began knocking 


on doors ; 


to expand 


Che primary doors have been met 
Faw ett 
Unlike 


the major rubber companies, Mohawk 


chandising outlets, which 


vent after with a vengeance 
has no compan y-owne d stores. It uses 
dealers, added them at the rate of 
60 a month for one 9-month period 
in ‘58. Now it’s about 30 a month, 
currently adding up to some 1,400 
dealers, including 40 large distribu- 
tors that service as many as 300 sub- 
dealers 

The small dealers are the central 
theme of Mohawk’s success story; the 
company has put tires where they've 
never been before, capitalizing on out- 
lets the Big Five can’t be bothered 
with. And while the little service 
station on the corner means big busi- 
ness to Mohawk, “We've actually 
turned down some large oil compa- 
nies,” Fawcett brags. “These so-called 
prestige accounts are wonderful if you 
want to handle them from the home 
office but we try to be more 
than a manufacturer; we seek a 
ceptance for our products % 

He demands only that a dealer be 
honest. able to sell, good about pay 
And he adds, “You have to 
have the mentality never to outgrow 
them 
and more successful, they too often 


ing bills 
As corporations grow more 


forget the things that have made them 
prosper Their executives become 
immersed in paper work. They forget 
they are dealing with people.” 


Not so the bright young Mohawk 


How to demonstrate the big, the complex 


EVERYWHERE AT ONCE! 


How do you get fast, widespread demon- Not one maintenance complaint. Not one 
stration of a new electronic product, for operating complaint 

example, when the product isn't the kind a But 
salesman can carry easily, and when live 


then, Kodak Pageant Projectors 
don't get in the way of selling. Salesmen 
demonstration isn't always convenient? beet 2 ah os Mie iii: nate tinbeene 
dont need to fumble with parts, Decause 
The National Cash Register Company did reel arms, belts, cords are all permanently 
shipping 275 Kodak Pageant 16mm attached. Even the film threading path ts 
Projectors into its branch offices printed right on the projector. And per- 
ughout the United States and Canada manent factory lubrication minimizes main- 
of NCR salesmen swung tenance, eliminates need for oiling, ends 
action with a 31-minute demonstra lube record keep ng torever 
film See how smoothly your sales preser 
Results? The road t ‘ shortened tions will run on a Pageant. Call 
considerabl Kodak A-V dealer today or tomorrow and The NCR salesman switches on his Kodok 
And something else happened: let him demonstrate how easy it is to op- Pageant Sound Projector and his presen 
tations roll smoothly and uninterry 


Not one complaint has been reported erate this machine. Or for a_ fact-filled Sie Whidiiallle. aan: ahaaiecal 


about any I 275 dak rojyectors folder, write ing machine—The Post-Tronic 


MAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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d\ 
When 
Canada 
Buys... 


Retail sales in the Toronto market 
exceed $2,000,000,000 a year. 
And in Toronto 62.7%* of all 

daily newspaper readers read the 


TORONTO DAILY STAR 
80 King Street West, Toronto 
In the United States: 
Ward Griffith & Co. Inc. 


*Gruneau Research Survey 1958 


MEETING 
PLANNERS 
HANDBOOK 


Handy, pecket-sixe booklet contains reprints 
of seme ef the most popular articles on 
meeting plaaning that have appeared in 
Seles Moetings 


32 pages—more than 14 articles 


CONTENTS 


What I've Learned from My 11,000 
Speaking Engagements 

Put Small Groups to Work for 
Idea Developments 


Guided Conference: Good Substitute for 
Skilled Leadership 
Why Doesn't Brainstorming 
Always Seem to Work? 
Buzz-Write Workshop insures Participation 
A Conference Is a Contest— 
Do You Win Or Lose? 
If It's Worth Saying It’s Worth Reporting 
How Bankers Become Good Speakers 


43 Ways to Excite Interest in 
Your Meeting Objectives 
For the Modern Meeting Planner: 
Guide to Styles, Groups, Methods 
Good Audiences—Made Not Born 
It's Real Work to Plan Women's Activities 


Your Planning On-theSpot Program 
Change Is Valuable 


How to Get the Most Out of Hotel Service 
Send 50 cents in coin to: 


Readers’ Service Dept. 


SALES MEETINGS 
1212 Chestnut St., Phila. 7, Pa. 
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execs. They're out studying customer 
needs and wants a lot more than are 
their counterparts in the other rubber 
companies, according to the young 
president. All his key people—pro- 
duction, technical and sales—go into 
the field at least once a month to 
keep in touch And there's no chain 
of-command technique to 
Fawcett from what he calls a “down- 
to-earth Harrv S$ 

“A lot of guys running companies 
think thev have to have lines of au- 
“Quite 
often I spend half my day with the 
man who is number ten in produc 
tion 


rruman approac h 


thoritv,” he savs scathingly 


& He'll also give vou a few debatable 
ideas on the subject of advertising 

“You can have all the advertising 
and promotion in the world, but in 
the last analysis, it’s work that gets 
results.” For him an increased ad 
budget should be the result of in 
creased sales, instead of vice versa 
Mohawk’'s advertising 
budget, in proportion to sales, is prob- 
ably smallest in the industry But 
the evidence shows a certain weaken- 
ing of this turnabout theory 

When Fawcett took over in 1956 
the ad budget was .459 of net sales 
dropping to .419 in 57. The next 
vear it rose to .750 and in "59 to .825 
This year it’s expected to reach 1% 
of net sales (The average for the 
industry is about 3%.) Most of the 
allocation is for trade journals, state 
trucking publications or national fleet 
public ations, but Sports [lustrated 
Newsweek and The Wall Street Jour 


nal get some play 


consequently 


exclude 


In the same unexpected manner as 
that with which he subordinates ad- 
vertising, Hank Fawcett frowns on 
such sales techniques as entertaining 
on the golf course, but—an avid sports 
fan himself—“I'm only too happy to 
pay his greens fee if an executive 
wants an afternoon off to play golf.” 

Questioned about the company’s 
amazing growth under his command, 
Fawcett shrugs in classic shaggy dog 
manner, “Were only starting to roll.” 
The company with a sales picture of 
$9 million in 1954, $25.5 million in 
‘58, aims to reach $50 million in 1961, 
and, “From that time forward,” says 
Fawcett, “Mohawk will have a greatly 
accelerated growth pattern due to the 
possibilities of diversification upon a 
firm base.” 

So far the company has made all 
its progress on a few products tires, 
tread rubber for retreading tires, and 
a small amount of mechanical goods 
But it is geared for ex; 
production has been tripled in the last 


cpansion. Tire 


few vears with the help of a new 
factory in West Helena, Ark., which 
turns out more than the home plant 
in Akron. Last vear a tread rubber 
plant was opened in Stockton, Cal 
Manufacturing efficiencies have been 
introduced and labor relations were 
never better 

But with all the talk of diversifica- 
tion, Fawcett stockholders, 
“We think our return on investment 
If we 
diversify through acquisition, I'm go 
ing to demand that the stockholders’ 
There is still 
plenty of room for growth in our own 


field "?* 


assures 


is the highest in our industry 


interest is not diluted 


Just. Approved! 


$7,482,000 Coliseum! . 


odie a 
re 


A a 


Means ‘$20,000,000 Yearly In Conventions To Tulsa!”’ 
; 


> TULSA WORLD | 


MORNING ee 


TULSA TRIBUNE 


EVENING a 


SUNDAY 


Represented Nationally by The Branham Co. Offices in Principal U.S.A. Cities 
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Where can we turn for more volume? 
Should we increase the size of our sales 
organization? Perhaps increase the number 
of products and services our company offers? 
Or try to increase the productivity of our 
present sales organization? 


Today, many of the nation’s largest cor- 
porations are increasing sales and profits 
through more effective motivation of their 
present sales organizations. 


Merchandise and Travel Incentive Programs 
that activate the dormant energy and en- 
thusiasm which exist ir all sales organiza- 
tions are now among modern industry’s 
most powerful sales tools. 


Maritz Sales Builders have pioneered in this 
field. They can help you, too! 


~ 
MARITZ SALES BUILDERS 


4200 FOREST PARK BOULEVARD . ST. LOUIS 8, MISSOURI 


NEW YORK + CHICAGO + DETROIT 

BSOSTON - SAN FRANCISCO « GRAND RAPIDS 
DAYTON + FORT WAYNE « ST, LOUIS 
BALTIMORE + KANSAS CITY 


TRAVEL DIVISION: HOLIDAY HOUSE Travel Center, Inc., DEARBORN, MICHIGAN 


Effective immediately... 


American Machinis L/ 


HERE’S WHY: American Machinist. as a name for 


this 83-year-old publication, is today one of the most 


complete misnomers in industrial publishing. 
It was a fine name back in the days when a machinist 
was a man who ran his own business. Today, all the 
verage machinist runs is a machine—and American 
Machinist has not been edited for Aim for fifty years. 
We are adding the phrase “‘Metalworking Manu- 
facturing” to re-emphasize two fundamentals on which 
our editorial policy has always been based: 
1. Metalworking, to which our magazine is dedi- 
cated, is an industry in itself; an industry in which 


basic techniques and processes create a community of 


interest, regardless of the product being turned out. 
Metalworking begins where production of the 
basic metal leaves off. It covers all phases of plan- 
ning, administration and execution involved in con- 
verting metal into finished products or components, 
2. Manufacturing, the basic process of working 
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metal into products, is, and always has been, the 
editorial province of American Machinist. The maga- 
zine draws its readers from manufacturing manage- 
ment men in metalworking, and men who aspire to 
manufacturing management positions. 

These two common denominators of reader interest 
have made American Machinist the manufacturing 
publication in the metalworking field for men with the 
following areas of responsibility: 

Top Manufacturing Management—top officials in 
charge of over-all manufacturing operations, control- 
ling costs, financing facilities, and evaluating the effi- 
ciency of people, techniques and equipment. 

Manufacturing Engineers— production planners 
whose recommendations and decisions determine how 
to make it; what equipment to make it on; how long 
it will take to make; what it will cost; how materials 
can be “worked” most efficiently, whether or not to 
sub-contract ... and much more, 


- ed ed Le 
MAM esa Pelvic? 


008 ROR DALINE OF MATRON MAM LIO ME 


Now... the name is as current 


as the magazine itself. 
Ares a la are 


Ma etslriles er VATA Na RIMY 


NAAT UT TY. 


American Machinist becomes 


Metalworking Manufacturing 


Plant Management—the “doers”; the men who 
create reality out of the drawing-board concepts; the 
functional group that has the decisive voice in deter- 
mining procedures, techniques and equipment used in 
the actual manufacture of the product. 


Our ABC statement for the 6 months ending 
December 1959 will be in a new form recognizing this 
basic organization of manufacturing in the metal- 
working industry. The new form, based upon reader 
function rather than title, will make it possible to 
break down our circulation by the three manufactur- 
ing functions described above. Those who seek an 
even finer breakdown can determine our circulation in 
the metalworking ficld on a four-digit SIC basis. 

& & & 
A change in a magazine’s name—especially in the case 
of a publication that has been a leader in its field for 
83 years—is not a step taken lightly. We believe it will 


be welcomed by subscribers and advertisers alike— 
pinpointing more sharply, as it does, not only the 
editorial appeal of the magazine for subscribers, but 
the important market reached through the magazine 
for our advertisers. 


At the same time, we would like to emphasize that 
nothing about the magazine itself is being changed 
except its name, 


As the postwar population explosion triggers the 
boom that will highlight the economy of the 60's, 
American Machinist/Metalworking Manufacturing 
will continue its leadership in reporting new develop- 
ments in technology to manufacturing men in metal- 
working—developments that will result in manufactur- 
ing more, and faster, at a lower cost, to meet the 
rapidly growing demands of a vastly increased popula- 
tion... and enable America to continue to compete 
in world and domestic markets. 


A McGraw-Hill Publication « 330 West 42nd Street, New York 36, N.Y. S @ 
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THEY'RE 

IN 

THE 
NEWS 


| BY HARRY WOODWARD 


The Bachelor at 
Spencer Kellogg 

They couldn't keep Fred W. 
Thomas down on the farm. In ‘54 he 
retired as president of Central Soya 
Co. to a quiet life on his Indiana 
homestead. Then the old (65. this 
year), prosperous (59 net sales, $130 
million) firm of Spencer Kellogg and 
Sons, Inc., Buffalo, began casting 
about for a powerhouse to eventually 
take over the presidential reins 
Thomas was enticed out of retirement 
He came in as executive v-p, in five 
vears set the firm that produc es vert 
table fats and oils and makes co prod 
ucts on the road to diversification 
Recently he became president Kel 
logg’s products include linseed, so 
bean and castor oils, oilseed meals 
soya flour, formulated animal feeds 
And so it covers the industrial and 
consumer markets, is fanning out, to 
the protective coatings field, moving 
to larger, more modern headquarters, 
has a new research head. . Fred 
Thomas graduated from Purdue in 
1922, spent several years in the adver- 
tising field before he joined Larrowe 
Division of General Mills as ad man- 
ager. Later he moved into the di 
vision’s sales, became executive v Pp 
He went on to Central Soya, one of 
the largest soybean processors, was 
president for six years until he retired 
He hated retirement; it. didn’t take 
much cajolery to win him over to 
Kellogg. “If I weren't optimistic about 
the company’s future I wouldn't be 
here.” A bachelor, he lives in a Buf- 
falo hotel, says he’s no joiner, that 
business is his hobby. When he joined 
the company he made a point of in- 
troducing himself to everyone includ- 
ing the office boys as “Fred Thomas.” 
Direct, that’s Kellogg’s president. 


The Risen Son at Sunset 

By national 
640,000 average net paid circulation 
is no Look or Life. But California's 
Sunset Magazine, distributed in eight 


magazine standards, 


western states including Hawaii, 


wields a mighty sword of influence 
Sunset is the “Magazine of Western 
a slick, handsome book that 


is written for the West and people 


Living,” 


who live there. It is not, savs its newly 
named publisher, L. W. (Bill) Lane, 
Jr., “about the West nor does it seek 
to glorify the West in the eves of 


tourists.” Instead it concentrates—in 


Keep It Cool 


Air conditioners aren't even status 
svmbols anvmore—unless your office 
or your house doesn’t have one. And 
one of the 
the business is York Division of Borg- 
Warner Corp. Before the war, York's 


distribution organization was engaged 


Johnnv-come-earlies of 


entirely in retail selling because pack 
ages had vet to grow up. Now pack- 
aged products are the big news with 
York. And to make them bigger the 
division has moved up a veteran of 
20 vears with the company to be gen- 
eral sales manager. He’s W. E. Land- 
messer, shaggy of evebrow, piercing 
of glance, a salesman’s sales manager 
He joined York in ’39 as sales man 
ager, Commercial Air Conditioning 
and Refrigeration Products. (Before 
that he had spent a dozen years with 


three separate monthly editions, each 
tailored to the climatic zones of the 
Pacific West 
recreation, home building, food, and 


on western travel and 


gardening and landscaping. Bill Lane, 
son of the publisher (for 31 years 
who bought the magazine in 1929 
has been in the selling end of the 
business. In recent years he’s had 
supervision of the editorial and circu 
lation of the public ation but he’s kept 
the selling efforts in his vest pocket 
(During the time he served as sales 
manager, Sunset’s advertising revenue 
76%.) He's the 


increased western 


GE, ending as manager of Commer- 
He believes York 


in its strongest competitive 


cial Refrigeration.) 
will be 
position, this year: Production facili- 
ties are able to turn out the most com- 
plete York line ever; the economic 
climate is favorable; York will have 
the strongest ad and _ promotional 
campaign in its history; distribution 
has been improved in selected areas 
and inventories are at a comfortably 
low level. He'll direct operations that 
include more than 200 distributor- 
ships, thousands of dealers. Under 
his supervision will be room, resi- 
dential and commercial air condition- 
ers, furnaces, automatic ice makers 
and other products. But he'll put spe- 
cial emphasis on room air condition- 
ers and residential systems. Says he: 
“Residential air conditioning is on the 
verge of an explosive advance.” 
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version of a publisher—relaxed. He'd 
rather ride horseback or ski on a 
Sierra range than sweat over a golf 
score Sunset began under Union- 
Pacific ownership. Then it was slanted 
to Easterners. Almost three decades 
later it was sold to new owners who 
began to focus its beam on the people 
of the West. When Lane bought it he 
wisely concentrated on the Pacific 
area, later built what is often called 
the handsomest magazine headquart- 
ers—low, rambling, western—in this 
country. Sunset boasts that 9 out of 


10 of its readers own their homes . 
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632,070 TV HOMES 
ESTABLISH CHARLOTTE-WBTV 


AS FIRST TV MARKET aie’ 


IN ENTIRE SOUTHEAST oF 


BUT—EVEN MORE IMPORTANT TO YOU iS 
WHAT'S HAPPENING INSIDE THESE HOMES 


In the WBTV 71-county coverage area, families are feasting on more 
food annually than the city of Detroit; Moms are doctoring families 
with more drugs than would be used by nine New Havens; the entire 
flock of families is spending 68% of its effective buying income at 
retail—almost 3 billion dollars. There are twenty-six states that don't 
sell this much. 

Compare Southeastern TV markets—you'll rank WBTY first in the 
Southeast and first in your advertising plans. 


COMPARE THESE SOUTHEAST MARKETS! 


WBTV-Chariotte 632,070 
Atlanta 579,090 
Louisville 509,480 
Birmingham 587,800 
Memphis 453,240 
Charlotte Station “B”’ 442,690 
Miami 434,800 
New Orleans 380,020 
Nashville 366,560 
Norfolk-Portsmouth 337,580 
Richmond 311,680 


JEFFERSON STANDARD 
BROADCASTING OMPANY 


— <i 


Aluminum 
Containers 
Head for 
"Breakthru" 


To Fight 
Imports— 


Price Is 
Not Enough 


MARKETING NEWSLETTER 


High-pitched interest in aluminum containers is spreading 
through many industries. It's result of three developments, 
all affecting packaging costs: (1) Possibility of higher tin- 
plate costs, arising from recent steel settlement; (2) threat 
of higher freight rates following upcoming railroad contracts 
with labor, and (3) recent "“breakthru” in can making. 


Result: More than ever before, marketing executives are eying 
aluminum, the “wonder metal," as a packaging medium. 


Keep an eye on the “breakthru" in aluminum can making. It's a 
production press unveiled recently by E. W. Bliss Co., Cleve- 
land. It's said to extrude 2-piece aluminum containeis twice 
eas fast as existing machines. This may be the turning point. 
Aluminum can prices may drop into direct competition with con- 
ventional tin cans—as well as plastic containers. 


Marketers See four possible pluses, besides cost factor, in 
aluminum cans: Lower freight rates, rust resistance, longer 
Shelf life, elimination of leakage because of no side seam. 
e « « Food companies see a psychological advantage. Says one 
packaging exec: "The vast majority of kitchen utensils are made 
of aluminum. The American housewife is prepared to accept 
@luminum cans as being cleaner and more sanitary." 


Big can makers—American Can, Continental Can, National Can— 
are stepping up reSearch in aluminum containers. They admit 
Steel prices are forcing them to it. They feel widespread use 
of aluminum cans is inevitable. . .. One big convert to alun- 
inum is Libby, McNeill & Libby, now using aluminum for pack- 
aging frozen citrus juices. Esso Standard Oil is another big 
user. Many marketers of food, beverages, petroleum products, 
etc., are on the verge of a switch to aluminum, 


Pressure from rising prices — coupled with expectation of 
rougher competition from abroad — appears to be exciting a 
"back-to-the-basics" sales philosophy in many quarters. 


Domestic companies can no longer battle—and be sure of beat- 
ing—rising imports strictly on price front. More sellers 
are re-honing such proven sales tools as bigger and better- 
trained sales staffs; greater concentration on service, qual- 
ity, reliability; increased emphasis on new products, new meth- 
ods; expansion of sales centers to get closer to customers. 


Examples: Wolverine Tube increases number of sales districts 
25%. General Motors’ Diesel Division opens six new fully manned 
regional offices. Joy Manufacturing greatly expands parts serv- 
ice and warehouse system. Pratt & Lambert, Fairchild Semi- 
conductor, many others are pushing basic sales tools. 
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ao m V7 NEWSLETTER (continued) 
Va 


FTC Fire Big names are coring under fire of Federal Trade Commission. 
Deceptive ad claims and price discrimination are among major 

Singes targets of FTC's current drive (see SM, Jan. 15, page 35). Look 
et recent FIC actions against national marketers: 


Several 
ont gh e Price discrimination—Sunshine Biscuit is charged by FTC 
Bigs with discrimineting .n price among customers by “giving cer- 
tain favored customers discounts not offered their competi- 
tors." Complaint alleged Sunshine gave some large grocery and 
@rug chains "discriminatory 5% volume plus 2% cash discounts 
en ‘Krun-Chee’ potato chips." . . . Bigelow-Sanford Carpet 
and Mohasco Industries deny FIC charges of “granting discrin- 
inatory prices to favored purchasers." FTC had charged that 
"The concerns’ annual volume discount schedules result in 
smaller customers paying higher prices than competitors who 
buy in greater volume." FTC also alleged that the companies’ 
chain store customers are permitted to combine purchase vol- 
ume of all outlets to qualify for the top discount. 


> 


¢ Deceptive ads—This is probably just the beginning. FTC named 
four national advertisers and their ad agencies in charges of 
deceptive demonstrations on TV and in cther media. Formal FTC 
complaints, followed by wide publicity, hit Standard Brands 
and its "Blue Bonnet" margarine; Colgate-Palmolive and its 
"Palmolive Rapid Shave" shaving cream; Alcoa and its "Alcoa 
Wrap” aluminum foil; Lever Brothers and "*Pepsodent® toothpaste. 

- - Ad agencies are boiiing mad. They insist FITC publicly 
discredited the named companies without benefit of a "hear- 
ing." Ad men question FTC's claim that the ads "diverted trade 
unfairly from competitors"; charge that such publicity before 
a hearing is damagingly unfair to the "“accused* companies. 


New Step New step in researching ad effectiveness is being taken by Ad- 
vertising Research Foundation. ARF is adding a new function. 

in Ad It will make available, on a completely voluntary basis, facil- 
ities for analyzing any interested syndicated advertising re- 

Research search service. Any ad service wishing an analysis must request 
it and agree to underwrite its cost. . .. The aim: To provide 
ARF members with informative reports about research techniques 
and operations of ad research services. 


Marketing Japan is readying two more choice items for U.S. market. One 
is a $295 color TV set ($200 under RCA's lowest-price color 
Miscellany set). Second is a transistorized, portable, 8-inch, black- 
and-white TV set; weighs 13 pounds; priced under $200. ... 
"Automatic merchandising" via vending machines is now runnirg 
at a $2.3-billion clip and heading higher. Robot selling of 
food and beverages is over $1 billion a year; cigarettes, $840 
million; candy $225 million. Vending machines offer every- 
thing from hot meals to fishing worms. .. . Output of electri- 
cal manufacturers expected to rise 7% to $23 billion this year. 
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ain Line builds them...LOOK ¥ sells them 


" MAGAZONE 


= 
ae 


“One LOOK Magazone ad—in just one zone—sold more than 
$500,000 worth of homes for us,” reports Herbert Gross, 
Sales Manager of Main Line Homes 


Main Line Homes, of Philadelphia—one of the East's biggest pro- 
ducers of pre-cut, panelized homes—ran a coupon advertisement in 
the first LOOK issue (Sept. 15, 1959) to feature Magazone, the 
revolutionary new regional ad plan. The insertion appeared only in 
Zone 2 (Middle Aciantic). The result, according to Sales Manager 


Gross, “exceeded our greatest expectations.” 


Explains Mr. Gross: “We got 1,400 coupons the first week, 100 a 
day for the next three weeks. Total to date is 5,200. And these LOOK 
replies were of such high caliber that they led directly to $500,000 
in sales—in what is normally an off-season.” Many inquiries were 
from prospects outside areas served by Main Line dealers, which 
prompted Main Line to establish seven additional franchises and 


open up a new marketing territory 


Main Line bought Magazone because “for the first time, a regional 
company like ours could benefit from the prestige of a great na- 
tional magazine.” What about 1960? “We'll be back in,” says 


Mr. Gross. (So will 75% of all first-issue Magazone advertisers. ) 


In the past five years, LOOK has gained more advertising revenue 
and pages than any other magazine in its field. One of the most 
significant reasons is LOOK’s outstanding record in producing solid 


sales results. For LooK means sales. 
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MOREHEAD PATTERSON 


DYNAMARKETER 


‘Mr. Bowling Pinspotter’ Bets 


On Burgeoning Leisure-Time Market 


By LAWRENCE M. HUGHES 
Senior Editor 


i of an automated grave-digger has intrigued 


the restless, many-sided mind of Morehead Patterson 
As vet, however, this machine is one of the few things 
which the chairman of the board and long-time stimu 
lating spirit of American Machine & Foundn 
York, has not done much about 
When he does his associates re I 
slogan: “AMF takes vou from the cradk g 
For tinv tots AMF (formerly known onlv for machines 
for the tobacco, clothing and baking industries) provides 
ithletic balls and 
ourself addicts, DeWalt power shops, 


tovs and tricycles; for older voungstet 
hicveles: for do-it 
and for most of the 26 million Americans who now bow] 
regularly and en famille, not merely AMF Automatic 
Pinspotters, but all the fixin’s, in “Streamlane Decor.” 

In 1959 the Pinspotters and fixin’s accounted for more 
than half of AMF’s estimated $19-million net profit, and 
ilmost as large a share of its estimated $280-million sales- 
ind-rental volume 

Morehead Patterson seeing to it that we have a lot 
of leisure-time fun on our life's journey. And AMF has 
started to bestow similar blessings on the multiplying 
millions of other countries 

[wo weeks ago (after AMF had already introduced 
the automated game in Sweden, Mexico and Venezuela 
i British subsidiary opened “Ten Pin Lanes” in London 
ind a second center v ill follow soon in the English Mid 
lands 

Writing in Punch, FE. S. Turner had anticipated it 
“The postw ir annals of bowling which for so long had 
been associated with ungracious living, are positivels 
stuffed with social significance.” Today's strikes spares 
splits salons boast up to 60 micro-level and acoustically 
muted bowling lanes, with Automatic Pinspotters, Under 
lane Ball Return, Radarav Foul Detectors 
flanked with barbecue patios, cocktail lounges, swim pools, 
beauty parlours, floor shows and fountains.” 

Pinspotters could become (with fixin’s) a $1-billion busi 
ness. Patterson, who in 62 vears has rarely bowled, re- 


fuses to guess their potential. One associate suggests we 
describe him with a well-worn quote from Emerson: “He 
builded better than he knew.” Patterson admits that he 


did not dream the Pinspotter would become such a profit 


the whole 


getter, or that bowling would burgeon so phenomenall 
By late 1957 considerably more than half of all the 
70,000 lanes then certified by American Bowling Con 
gress had been mechanized by AMF and, to a less extent 
by Brunswick-Balke-Collender. Pessimists were seeing 
“saturation” in every part of the land. AMF has since had 
to revise its own estimates upward about 50% annually 
Today Patterson sees “near-saturation” only in parts 
of upper New York State, Michigan, Ohio and Illinois, 
Meanwhile, he shows, in New England “tenpin bowling 
has just been introduced. In the Southeast, tenpins are 


luckpins In other sections of the U.S., and in 


re pla ing « 
the rest of the world, opportunities could be immense 

AMF divides its widely diversified business into fou 
areas: leisure-time, nuclear, mechanical equipment, and 
electro-mechanical components. Doubling research and 
development expenditures in two years, to $12 million 
the company Is proud of an improved automatic bread 
wrapper. (It still boasts of having developed the first 
machines to tie pretzels.) With 20 nuclear plants now 
under wavy across the Free World, it is the largest builder 
of atomic research reactors 

Yet adding sales to long-term rentals (and the bowling 
pretzel and cigar machines are rented), AMF’s backlog 
of orders now exceeds $500 million. The current rate of 
unfilled orders on Pinspotters, Patterson savs, “is 125% 
The rate of unfilled orders 
for other bowling equipment is even higher.” 

AMF is busier than ever telling families in hot weather 


higher than a vear ago 


that bowling in air conditioned centers is “cool fun,” and 
advertising four fundamentals to financial institutions and 
prospective bowling proprietors: “Competent manage- 
ment, suitable location, modern (meaning AMF) equip 
ment, and proper financing.” 

A 3-page ad in the December 28 Life showed “life in 
Shelbv, Ohio.” All Shelbv, it seems, was using AMI 
Pinspotters, AMF-Voit sports equipment, AMF wheel 
goods, AMF-DeWalt power tools 

“By leasing our bowling machines,” Patterson explains 
“we become a partner of the proprietors. You can’t sell 
toothpaste unless vou're prepared to help the merchant 
move it off the shelf. For a commodity called time, AMF 
is using all the familiar merchandising approaches. We 
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NOW! put hold clinics and schools for proprie- 
Seaeee 


tors and mechanics. We run national 
and cooperative advertising for and 


with them to keep their lanes filled 
i at morning, noon and night 
9 “Some psychologists say that bow!- 


ing’s popularity stems from the human 
urge to knock things down. At any 


int fyi 4. A rate, more families are letting off 
| 0 your | — steam together And men who 
- ‘ stop and bowl a few games en route 


sales ; ee home are supposed to be kinder to 


their wives when they finally get 


/ nn 
message... é — 1970, Morehead Patterson ex 


pects AMF’s volume to exceed $700 
million, with its own research and 


development efforts spawning mor 


. ma A ” than half of this total , 
with , ; af ee F SELL-O0-VUE But here, too, this quiet, tenacious 


curious, restless introvert mav be too 


by taylor-merchant | co»servative. Right now AMP is 


starting a lot of things and Patterson 
Taylor-Merchant's sensational new Sell-O-Vue gives you twice the impact at is thinking of more 

no greater cost! 
Sell-O-Vue provides a dramatic 8-frame high fidelity full-color filmstrip, and & He has almost as many “sides” as 
a unique folding precision viewer — plus a printed brochure-folder for telling AMF. A_ rich man’s son, legally 
your story in full detail. trained, he has about 25 patents in 
The clever combination — viewer, filmstrip, brochure-folder — is in aggregate his own name. (AMF’s board finally 
a dynamic self-mailer that actually costs less than the usual color brochure stopped him from flying his own 
alone! And it mails for a 4 cent stamp. plane.) He points to his early 
i work with the Durham-Enders razor 
any Pile + the taylor-merchant corporation to prove that “I always knew mer 
ler teue somale @ 48 west 48th street, new york 36, n. y. chandising.” 

this new sell-on-sight Merchant \ PLaza 7-7700 His “non-AMF” posts range from 
mailer. No obligation Dept. $2 chairman, Nuclear Standards Board 
adh. = 8 of American Standards Assn., and a 
director of both the Foreign Policy 


NOW A WORLD WIDE SEAPORT Assn. and the National Industrial Con 


ference Board to Executive Commit 


tee member of the U. S. Committees 
for the United Nations 
He hates to make speec hes, and 18 


glad that in the last couple of vears 


“THE INDUSTRIAL GIANT” President Carter L. Burgess has taken 
a lot of this load. “When I must,” 


CLEVELAND HAS THE HIGHEST ech . an ve! on 
SALARIED PAYROLL IN THE NATION means ih tts a tatiana 


that bv the vear 2,000, world popu 


*763 Vcr family per year lation will more than double to 7 


¢ billion. But science and technology 
awhige for the HAM On $ 5923 00 ” . . “ 


will find wavs to “feed, clothe and 


COLORFUL | e = — all these additional people.” 


Phone or write on 


will use “air, sea water, ordi 

} ( k é | St ] *} ‘ 4 ~s of 
POSTERS FOR LESS ss THAN SS ee 
veach this —— neh 


world’s power requirements will be 
eight times as great as now 


f’ a whasts (Ng f’ OUCT 


S , Tomorrow's “goods and services” 
* Asana will be sold to all these new billions 
Cleveland, Cincinnati, by greatly expanded consumer credit, 


Toledo, Elyria, Lorain, and by mer oe 
Fremont, Sandusky, Tiffin and Ashtabula He may be bullish about sea water: 


“We're working now on sea and other 
‘dirty’ water.” But—after an earlier 
surge of optimism—he now believes 


ik | a Wighly I hastysin bred ~My - a, FOR MARKET INFORMATION WRITE TK 


'RPacker) that “the wide use of nuclear power 
“BURN with, POSTERS” SURE 20 ve " 


Rich-man’s son Patterson went to 
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Groton and then to Yale, where he 
roomed with the poor Chinese-born 
son of an American minister: Henry 
Robinson Luce. With fellow Yale man 
Brit Hadden, Luce went on to found 
Time, in which Patterson briefly in 
vested some money 

He went on to study economics at 
Oxford and to graduate from Har 
vard Law School. (He had already 
served in the Army in World War I 
In 1926 he joined AMF’s Legal De- 
partment. Under his father, Rufus L 
Patterson, Morehead rose in 15 vears 
to become president On his father’s 
death he became chairman, too 

Morehead inherited control of a 
tidy business. In 1939, on $5-million 
sales, AMF had earned $1 million 
Some people asked (knowing More 
head), “Why rock the boat?” But 
AMF’s new chairman felt that, to 
keep going after World War II, an 
outfit had to keep growing 

In 1937 AMF had acquired rights 
to a Pinspotter invented by one Gott 
fried Schmidt. But after $800,000 had 
been spent on its development and 
$8 million of stocks sold to finance 
its production, the first Pinspotter 
brought out in 1946 still had bugs in 
it. AMF put six more vears and sev 
eral more millions into it 

Meanwhile. to step up earnings, 
the company set out to acquire prod 
ucts which, as Patterson says. would 
“we ir out ina hurry and sel] in large 


number it moderate prices. 


& In World War II and the Korea: 
War. Government business became 
more than half of AMF’s total. Patter 
son found that the U. S. had bees n 
1 wartime basis for one-fifth of its 
historv. To avoid the heavy costs of 
conversion and then reconversion, he 
decided to devote 20% of AMF’s pro 
duction permane ntlv to defense work 

Patterson savs that at AMF “Our 
responsibilities have alwavs been 
spre id.” W idespre id growth and di 
versification have spre ad them even 
more In addition to Gen. Walter 
Bedell (Beetle) Smith, vice chairman 
and President Burgess. the roster in 
cludes Executive Vice President Rod 
ney C. Gott and eight other \ ps 

About the new decade, Patterson is 
“bullish—with realism.” For one thing, 
he thinks the Russians are ahead in 
the propaganda war “They're spend 
ing $100 million a vear on it in South 
America alone 

“Our companies, however, are con 
tributing to local development.” In- 
stead of redistribution of land, Patter- 
son favors the creation of large land 
corporations which would pay — and 
educate — the masses better. 

Then they, too, would have essen- 
tials—and more stimulating leisure. ® 


Sound Off... 


Much of Sales Management's editorial planning is ignited 
by subscribers themselves, through their letters-to-the-editors. 


We not only welcome your reaction to SM articles, but invite 


you to tell us what subjects you'd like to see us tackle. Write: 
Sales Management, 630 Third Ave., New York 17, N.Y. 


ON THE ROAD: between 
calls; in car, train, plane or ho- 
tet; make accurate fresh reports. 


IN OFFICE: ideal for sales 
meetings, interviews, or at 
conventions 


AT HOME: make icisurely 
sales reports, dictate corre- 


warm-up. 

@ Up to 45 minutes record- 
ing time on standard 3” 
reel of tape. 


PeooucTs } 
= Exclusive US Importer 


MATTHEW STUART & CO., INC. 


156 Fifth Avenue, New York 10, N.Y 


| 
| 
! 
| 
| 
! 
| 
| 
| 
| 
| 


a transistor 
tape recorder 
as portable 
as your 

brief case 


TRIX 


all transistor 
PORTABLE TAPE 
RECORDERS 


Never before a tape recorder so ideally suited for 
a Sales Executive's needs. Operated by four flash- 
light batteries, Phono-Trix needs no plugs or 
electrical outlets. This really portable 

recorder travels with you wherever you go 

Take Phono-Trix with you on the road for fresh 
accurate reports or calls, interviews, observa- 
tions. Perfect for sales meetings, conventions, 
correspondence. Use Phono-Trix at home, too, 

for family fun parties, picnics, skiing 

or swimming — anywhere. Even add sound to 
your home movies. Precision made in West 


RECORDS Germany. Available at fine stores everywhere 
ANO 


PLAYS BACK $ 95 
EVERYWHERE MARE Itt 

ANYTIME n luxury leather case complete 

with microphone, reels and tape 

Other models from $79.95 

FASCINATING ACCESSORIES AVAILABLE 


4 
Matthew Stuart & Co., Inc., 156 Fifth Ave., N. Y.10, N. Y. 


() Enciosed is my check for $99.95. Please have my local 
_ Gealer deliver a Mark IIT Tape Recorder. 


[) Send me your colorful brochure showing complete line 
of Phono-Trix battery-operated Tape Recorders. 


Name 


Address 


Sales Management February 5, 1960 


ETROIT 


MEANS 


USINESS 


The NEWS brings 
the business to you! 


Detroit presents advertisers with a glowing 
picture for 1960. 


PRODUCTION schedules of new cars and trucks 
call for 40°; increase the first quarter. Sales 
forecasts indicate a total of more than 7 million 
cars for the year. 


TOTAL EMPLOYMENT is expected to increase 
6°; in 1960, with 1,355,000 at work . . . highest 
in the past five years. 


AVERAGE WEEKLY FACTORY WAGES in 1960, 
according to forecasters, will jump 4% to a 
record-breaking $121~highest of all major 
markets, by far! Total income of all Detroiters 
should jump 15°; over 1959. 


RETAIL SALES last year surpassed the record 


$5.04-billion set in 1955, and predictions for 
1960 are for a 10°; increase over 1959. 


New York Office: Suite 1237, 60 £. 42nd St. «Chicago Office: 435 N. Michigan Ave., Tribune Tower 
Pacific Office: 785 Market St., San Francisco « Miami Beach: The Leonard Co., 311 Lincoln Road 
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In 1960, more than ever, DETROIT MEANS 
BUSINESS! 


You can share in Detroit’s 1960 prosperity by 
advertising aggressively and regularly in The 
Detroit NEWS. You reach more people in the 
Detroit trading area through The News than 
any other Detroit newspaper. Because its 
circulation is concentrated in this densely- 
populated area, you get more results. That’s 
proved by the records. The News carries more 
linage than both other Detroit newspapers com- 
bined, year after year! 


Largest Trading 
Area Circulation, 
Weekdays and 


A. Ruth Hahn 


A. R. Hahn, “Ruth” to her associates and to 
untold numbers of Sales Management readers, 
passed away peacefully in her sleep on the 
morning of January 28 at the Stamford, Conn., 
General Hospital, a victim of cancer. 


During her entire business career, starting 
in 1922, she was connected with Sales Man- 
agement, beginning as an editorial assistant 
and rising to Managing Editor, then Executive 
Editor, and. most recently Vice President, Edito- 
rial. Many who were familiar with her signa- 
ture, A. R. Hahn, were startled on first meeting 
her to find that instead of the man they ex- 
pected, here was a charming, vivacious woman. 


She played an important role with the late 
Raymond Bill in bringing together in 1935 the 
group which founded what is now National 
Sales Executives, Inc. Twenty-three years later 
the association honored her as “Business Woman 
of the Year,” with a citation reading, “one who, 
by inspiration and guidance, has made a signal 
contribution to the science of marketing.” 


An editorial which she wrote for this maga- 
zine sparked the formation in 1954 of the Sales 
Promotion Executive Association. She was a 
past Vice President, editorial division, the As- 
sociated Business Publications, Inc., and served 
a term as President, New York Business Paper 
Editors Association. She was the author of the 
widely circulated volume published by Sales 
Management, “Shop Talk About Selling,” now 
in its fifth edition. 


Ruth Hahn was born July 3, 1901, in Spring- 
field, lll., where her family ran a store. At the 
University of Illinois she majored in journalism 
and graduated in 1922 with high honors and 
a Phi Beta Kappa key (which with character- 
istic modesty she never displayed). In the sum- 
mer of that year she applied for a position with 
the Dartnell Corp., Chicago, and J. C. Aspley, 
founder of Sales Management magazine and 
the retired head of Dartnell, says of her, “She 
talked so convincingly that we made a job for 
her in the Sales Department, setting up sales- 
men’s quotas and figuring commissions. But 
Ruth had her mind on editorial work. She be- 
gan writing shorts and news items for SM. 
When the managing editor needed an assistant, 
Ruth was right there. She soon had the re- 
sponsibility for putting the paper to bed. She 
gave the printer downstairs a hard time but 
the magazine got out on schedule.” 


When Bill Brothers Publications bought the 
magazine in 1928 and transferred operations 
to New York, Ruth came along as associate 


editor. In the ensuing 32 years she trained 
and inspired dozens of young writers and gave 
selflessly of her time and talents to job seekers 


and others who needed help or advice. 


Private funeral services were held in Stam- 
ford and Springfield. Memorial gifts may be 
sent to the research fund of the American Can- 
cer Society, 521 West 57th St., New York 19, 
New York. 
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People looking for ideas 


Better Homes and Gardens. 


look to 
family IDEA magazine 


The feat! 
. = 
ppPeEA magaan 
at 


utside, inside, wherever the family goes, BH&G leads the way with the sort of ideas that grow into action 
and women look to Better Homes and Gardens 


Whenever somebody with an itch to change things 
for ideas. During the year, a third of America 


meets an idea that says, ‘“‘Here’s how!’’— that’s 
where a sale begins. And that’s BH&G all over! the family-centered, top-spending third—turns to 
BH&G for ideas they can turn into action. Mer- 
edith of Des Moines... America’s biggest publisher 


of ideas for today’s living and tomorrow's plans 


It puts do-it-now readers and here's how ideas to- 
gether in an atmosphere that means business 


Each month now, almost sixteen million men 


.where America shops for ideas that make sales 


New, High Capacity Vans Move High Value 


Items with Softer Air-Cushioned Ride 


Greater Accessibility for forklift 
hand 3 at both side and rear 
flexible double-decking 


advantages as showr top photo. 


Maytlove 


WORLD-WDE WOVEDS 


America’s @ You can count on trouble-free moving for any high value equipment you make. Use 

Most Recommended of these specially designed vans offers maximum utility and protection no other carrier 
Mover can give. 

Higher. wider doorways at side and rear make it easy to forklift bulky loads safely 

into the van. Tie-down rings in the floor. as well as in walls, make the securing of 

valuable articles a quick and easy operation. New-type tandem axle 


with air suspension 
soak up road shocks and cushion the ride. 

You also gain obvious a Ivantages in time and costs saved by not having to pac k 
or crate expensive equipment and exhibits. Careful Mayflower handling and padding 
provide the guarantee of safety you require. Scheduling and delivery is supervised by 
experienced moving men . .. backed by the reliable, world-wide organization of 
Mayflower, largest owner of moving equipment 


You won't know what satisfaction means until vou first use Mavflower! 
AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
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Kaiser Sells Aluminum 
When It ‘Sells’ 
NAHB-Built Houses 


In one year Kaiser tripled the use of Aluminum in new NAHB- 


built houses in six test cities. Model houses using Kaiser aluminum 


and service centers for builders and consumers pushed use of 


the material. More service centers are planned for 1960. 


Based on an interview with 
WILLIAM H. SLEMP 
Manager, Business Development—Residential 
Kaiser Aluminum & Chemical Corp. 


“You can't begin to sell until you 
have acceptance w 

This paradoxical statement by Wil- 
liam H. Slemp, manager, business 
development — residential, for Kaiser 
Aluminum & Chemical Corp., Oak- 
land, Cal., sums up Kaiser's attitude 
in starting a program that is winning 
a program to put 
more aluminum into new homes. The 
company capsules this objective in the 


gratifying results 


new sales slogan, “Every new house 
represents a potential of over 1,000 
pounds of aluminum.” 

Kaiser Aluminum laid the ground- 
work for this long-range goal in 1959 
by selling not aluminum, but houses— 
houses with aluminum in them. And 
now, in 1960, the company is about 
to take another big step in market de 
velopment of residential use of alu- 
minum. Latest plans include the ex- 
tension of the 1959 6-city test program 
to nine more cities. This total of 15 
cities represents 48% of the overall 
market in terms of the number of 
houses to be built. The 1960 program 
also includes the opening by Kaiser 
Aluminum of two Aluminum Building 
Products Service Centers for display- 
ing its customer-fabricators’ products. 
The center will feature an educa- 
tional program to train builders in the 
why-when-what-where-how of the use 
of aluminum, and show consumers 
why they should buy houses with 
aluminum in their construction. 

In 1958 when the company began 
to plan seriously for Snel increased 
use of aluminum in houses, the amount 
of aluminum per house was about 130 
lb., represented by an average of 
three aluminum items in each. After 


a year of market development which 
involved no direct promotion of 
aluminum products, in the test pro- 
gram undertaken in Dallas, New Or- 
leans, Kansas City, San Diego, Min- 
neapolis, and Hartford, Conn., the 
average poundage of aluminum per 
house was increased to 380, repre- 
sented by 14 items per house instead 
of the original three. These were 
model houses, 522 of them, put up by 
267 builders, and were pilot models 
for some 12,000 houses to be built 
thereafter. How was such fast accept- 
ance won? 

Briefly, it was done by tieing in 
with locals of the National Association 
of Home Builders, which builds 80% 


of the houses put up in this country. 
The company helped these builders 
sell homes by demonstrating that 
aluminum products used in construc- 
tion can contribute to quality and pro- 
vide a “competitive edge” (to quote 
from the title of an educational bro- 
chure developed for the program) — 
without raising costs. 

Swerving away from the approacn 
taken by the rest of the industry, 
Kaiser Aluminum set out to demon- 
strate, not that aluminum is worth 
its higher price because of its various 
advantages, but that the bulk of alu- 
minum items can be installed at equal 
or lower cost in comparison with com- 
petitive materials. The idea was, as 
Slemp puts it, “not to sell original cost, 
but installed cost.” That’s the bedrock 
on which the Kaiser Aluminum cam- 
paign for residential aluminum prod- 
ucts is founded. Kaiser Aluminum 
went to the customers of its fabrica- 
tors to find out how they could best 
be sold. There are 37 items made by 
fabricators using Kaiser Aluminum 
metal that can go into houses. The 
company worked out methods of in- 
stallation, approved by the Research 
Institute of the NAHB, which would 
result in on-site labor cost savings 
with the use of 20 of the 37 products 
A 16-page booklet was then produced 
(“Research Report Plus 20 Ideas FOR 
THE COMPETITIVE EDGE in 
Home Construction”) describing in 
detail how these 20 aluminum prod- 
ucts were used in a model house by 
a nationally known builder (The 
Woodlark House, by W. Evans 
Buchanan, built at Wheaton, Md.). 

Given the go-ahead by NAHB, 
Slemp attended the May 1959 semi- 
annual board of directors meeting and 
there presented his plan to the 867 
directors and almost as many alter- 


ALUMINUM SUPER MARKET—Kaiser set up display and service centers in Dallas 
(above) and New Orleans for fabricators of aluminum products and their customers. 
Centers have proved so successful that the company will open two more this year. 
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nates who were in attendance. The 
plan was: to feature, in specified 
Kaiser Aluminum promotions, model 
homes which included ten or more 
aluminum products, to help the build- 
ers sell their homes, and to provide 
technical aid to them in ihieine 
higher quality at lower cost through 
the use of aluminum. 

The response was astonishing. Of 
the builders planning model homes, 
100% went along with the Kaiser 
Aluminum plan. It should be stressed 
that no products were given away 
The builders bought the aluminum 
products they used on the regular 
market. If anyone wished to buy a 
competing item, no attempt was made 
to switch him to a product fabricated 
by a Kaiser Aluminum customer 
“Our aim, first and foremost,” Slemp 
emphasizes, “was to get aluminum 
accepted “ 

Next, Slemp and his aides went to 
the NAHB locals in the six test cities 
and presented the program to their 
paid executive officers and other 
elected officials. The gist of the mes- 
sage was: “We want to come into your 
town and help you sell houses 
not Kaise r aluminum or any other 
aluminum.” A folder, “Buy a New 


Home Now,” was given to the build- 
ers for distribution to their prospects, 
and a proposed advertising program 
was outlined. 

The advertising would include: 

TV commercials on the Kaiser Alu- 
minum “Maverick” show which 
reaches some 46 million viewers. A 
one-minute commercial would plug 
home buying from a_professiona 
builder, member of the NAHB, as the 
best investment in the future. No 
mention would be made of Kaiser or 
of aluminum in this part of the pro- 
gram. 

The “Buy a New Home Now’ 
theme would get 100% showing on 
outdoor boards for 30 days in each of 
the cities participating; full-page, 2- 
color newspaper advertisements in 
major newspapers and 1500-line, 2- 
color space in others would feature 
the program and list participating 
builders. Radio spots were to be used 
on major stations during National 
Home Week. Other media would in- 
clude: king size bus posters, ad mats 
for the use of builders, display signs 
for lawn use or indoor display in 
homes, consumer giveaway folders, 
identification cards for aluminum 
items in model homes for use by 


builders participating in the program. 

When the NAHB locals had agreed 
to the program, as all did, the com- 
pany set up what it called an alu- 
minum super market. In approxi- 
mately 1,000 square feet of space, the 
aluminum products made by fabrica- 
tors who are Kaiser customers were 
placed on display. Builders were in- 
vited to a breakfast or luncheon and 
viewing party. Between 20 and 25 
Kaiser Aluminum customers brought 
in their products, anywhere from 3 to 
10 apiece, some customers competing 
with others. One Kaiser Aluminum 
product, the Shadescreen, was in- 
cluded. About 80% of the builders in 
each town took advantage of the op- 
portunity to learn about aluminum 
products for home construction 

This super market idea was so suc- 
cessful that it formed the nucleus of 
the Aluminum Building Products 
Service Centers which Kaiser Alu- 
minum is setting up—in Kansas City 
and in Cleveland—as a major feature 
of its 1960 campaign. The centers will 
have permanent displays of aluminum 
products made by Kaiser Aluminum’s 
customer-fabricators. And in addition, 
two men attached to each of the cen- 
ters will hold weekly training courses 
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AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, and 
a theatre with a CinemaScope screen. Accommoda- 
tions are magnificent; the food is gourmet fare. For 
after-session enjoyment The Greenbrier’s recreational 
facilities are unsurpassed. And our staff of experts not 
only helps in planning your program, but they also 
handle the details to carry it through successfully. 


Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 


of the winter), swimming in mosaic tile indoor pool, mem- 
bership in the Old White Club and gratuities to service 
personnel. EFFECTIVE DEC. 1, 1959-FEB. 29, 1960. 


FOR INFORMATION write Charles L. Norvell, Dir. of Sales. 
Also reservation offices: New York, 17 E. 45th St.,. MU 2-4300 
Boston, 73 Tremont St., LA 3-4497 « Chicago, 77 W. Wash- 
ington St., RA 6-0624 + Washington, D. C., Investment Bldg., 
RE 7-2642 « Glen W. Fawcett: San Francisco, 1029 Russ Build- 
ing, YU 2-6905 + Seattle, 726 

Joseph Vance Building, MU — 

2-1981 « Dallas, 211 N. Ervay, 

RI 1-6814 «+ Los Angeles, 510 

West Sixth Street, MA 6-7581. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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"Guaranteed by. "0 
Good Housekeeping 


w 
“or 4s Aoverristo Tee 


How to build more 
effective TV commercials 


In actual TV tests, the Good Housekeeping Guaranty Seal 
increased commercial effectiveness 20% ... 27%... 30%... 51%... 


Recently the Schwerin Research Corpora- 
tion, whose clients include leading networks 
and advertisers, tested the commercials 
of several major TV advertisers, then 
re-tested them with the addition of the 
Guaranty Seal. 

RESULT: Commercials with the Seal showed 

an av erage increase in effectiveness of 32% 


Increases = to addition of Guaranty Seal 
Appliance A. . 

Breakfast Cereal B. 

CosmeticC. . 

Prepared Mix D. 


*Crossiey, 8-D Surveys, Inc 


These facts demonstrate once again the 
cumulative confidence that has been built 
up in Good Housekeeping and its Guaranty 
Seal over 75 years. 

There are some products and some claims 
that may never earn our Seal, or the sales 
influence it enjoys among 40,930,000* 
women. But if you make a good product, 
and want to sell it with conviction, let us 
show you the Schwerin results and discuss 
how that selling influence can go to work 
for you now—on TV, and everywhere. 


Good Housekeeping 


MAGAZINE AND INSTITUTE 


A HEARST MAGAZINE 
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in the products’ application and use. 
Builders will be invited to take the 
courses and to bring in their own 
prospects and customers, showing 
them the advantages of buying a new 
home with aluminum used in it. 

In each of the cities to be added, 
a technical man will be stationed to 
work with builders on an educational 
basis 

The first three months of 1960 will 
be devoted to solidifying the accept- 
ance already won and extending it 
After that, an iptensive education 
program will be started and the foun- 
dations laid for actual selling. The 
company intends to continue its aid to 
builders on the home-selling front 
(“Money will be tight in the spring 
of this year and they'll need addi- 
tional promotional help,” Slemp ob- 
serves) with a program similar to ‘59's 

By 1962, after the Kaiser Aluminum 
sales team has been brought in to 
map the hard-sell program, the com- 
pany expects to see not less than 500 
lb. of aluminum used in each new 
house, with the 1000-Ib objective due 
to be realized sometime during the 
60’s. As Kaiser sees it—and NAHB is 
reported to be in agreement—alumi- 
num has the greatest potential of any 
new material being used in homes 
With new home construction the larg- 


est single industry in the U. S.—larger 


William H. Slemp has a history 


of market development. For 20 


William H. Slemp 


About the Author 


years he was associated with 
Frigidaire Division of General 
Motors and, as manager of the 
company’s Building Industry 
Sales Dept., was responsible for 
and 


developing implementing 


Frigidaire’s marketing program 
to the building industry. Loter, 
as an executive of the National 
Assn. of Home Builders, in Wash- 
ington, D.C., he directed a pro- 
gram under which building in- 
dustry manufacturers cooperated 
in developing and marketing 


their products. 


He joined Kaiser Aluminum & 
Chemical Corp. in 1958. As man- 
ager of residential business de- 
velopment, he has been the force 
behind Kaiser's program of mar- 
keting aluminum through home 
building. 


automotive manu 
Kaiser feels that the building 
market offers the greatest single po 


than oil, steel or 


facture 


tential for aluminum sales in the vears 


immediately ahead 


“And that’s why,” Slemp empha- 
sizes, “we are interested in 
more homes sold 


seeing 
Our customer-fab- 
ricators can sell their products only if 
built.” 


home Ss are 


Greensboro- 
OF THE NEW SOUTH’S MARKETS 
15th in Total Retail Sales 


Greensboro Pumps Octane Into Gasoline Sales 


Hustling Greensboro is a market on the go 


a must on any gasoline advertising schedule 


pointed toward the NEW South. 


Last year 


Greensboro burned more gasoline than such pri- 
mary markets as Baton Rouge and Mobile, and 


tailed right 


behind Charlotte and Chattanooga. A 


major sales factor: the Greensboro News & Record 


the only medium with dominant coverage in the Greensboro 


Market and selling influence in over half of North Carolina. 
Over 100,000 circulation daily; over 400,000 readers daily. 


Greensboro, Ist Market 
in the Carolinas, 
79th in the Nation 


Write on company letterhead for “1959 Major U. S. Markets Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro News and Kecord 


GREENSBORO, NORTH CAROLINA ® Represented Nationally by Jann & Kelley, Inc. 
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The Past: \ 


Employ ment Retail Sales: 

Year April September In 000's 
ea 102,900 132,400 $302,670 
1950 40,200 183,300 ........ $554,803 
1955 pn 700 209,300 $720,673 
om 196.1 234,900 Sales Management 


‘ — 
Stat Department of Employmen 
state 


Q. Say . .. What About San Jose? 


A. “Look at our past, and 
who shall say where shall 


be the limits to our future 


>) 
greatness? 
— J. J. Owen Editor, 
San Jose Mercury 
May 14, 1869 


The Future: 


1965 Estimates 
1958 1965 (Proj.) 
Population in 000’s Rank In 000's ra na 
1/1/59-1/1/65 566 49 026 33 
BI | $1,113,058 41 $1,893,5 33 
al '§ 720,673 41 $1,218,326 


Sales Management 


Bank Debits: 


In 000’s 
$1,581,700 


1959 {1 1-mo;.) $4,136,060 


12th Federal Reserve 


Inspired by the driving of 
the golden spike linking East 
and West, Editor Owen was 
more prophetic than he knew. 
The ponderous iron horse did 
indeed bring growth and 
prosperity to San Jose, as 
have the automobile and the 
airplane in turn. 


Now, in the space age, 
Santa Clara County ranks 
high in research and elec- 
tronics-and the future holds 
even greater promise ... 


1985 Estimates 


Cc y , f £ ) 
ands ub & } lessi i I ivin Zstor & 
4 on 
Blayney 


I Tojec te d from c ity € stima a anc 
Mare ~of-county Percentage Ss. 
} 


You Cover San Jose Only ith 


MERCURY and NEWS 


A Ridder Newspaper 


Member of Metro Sunday Comic Network and Parade. 


Up-and-Coming Billion Dollar Market! 
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The simple convolutions at the right demon- 
strate how powerful a one and a half-page 
design can be—and how big the space looks. 


It suggests how the use of certain looping 
forms and the exploitation of bleed can 
create a feeling of activity and spaciousness. 


Or... but no, its job is done if you have 
begun to think about the imaginative use 
of space, of how it can be manipulated in 
a way that greatly magnifies the impression 
your advertising communicates.* 


Then to give it added impact . . . Fortune. 


*From a forthcoming book by Fortune’s Art 
Director Leo Lionni on the effective use of de- 
sign concepts in space advertising. Fortune 
advertising representatives will have copies. 


With Sales Reps... 


Dont Yell 


Wolf 


a = 


iy 
a” 
= 


Too Often! « 


By BEN SANDER 
Vice President, Sales 
Nixdorff-Krein Manufacturing Co. 


Writing a bulletin that goes out 
to sales reps can be one of the most 
valuable functions of a sales man 
ager—or it can be a complete waste 
of company time and money. Every 
sales bulletin that is now being writ- 
ten and sent falls somewhere between 
these two extremes. The trick is in 
knowing a few basic ground rules 
which, when followed, make these 
bulletins the most valuable sales tool 


vour company s reps can receive 


Our firm believes that sales bul- 
letins should be like visits from rela- 
tives. If they come every seven days, 
you begin to cringe when the door- 
bell rings. This analogy serves to il- 
lustrate the first rule of good sales 
bulletins: Don't send them out every 
Monday morning. 

If you've fallen into the habit of 
sending out a bulletin every seven 
days, change it. If you don't you'll 
find your bulletins containing a lot 


of cliches, clever and tantalizing sell- 
ing phrases, and dull material that is 
just not interesting to the very busy 
sales re tatives who are associ- 
ated with your firm. 

These reps are not trainees who 
might prove inadequate unless they're 
constantly prompted from the side 
lines with “what to say” and “what 
not to say” to their customers. They 
are mature, seasoned, experienced 
men, who have spent years selling, 
or trying to sell, people who rightly 
should be your customers. They're not 
looking for a regular Monday Morn- 
ing Pep Talk, or a thesis on “Timing 
your Calls,” or other worn-out themes. 
They're looking for price and product 
changes, specific information that’s de- 
signed to sell your company’s mer- 
chandise and/or services. 

If Joe Jones, your quality control 
engineer, has worked out a new im- 
proved way to get permanent, fric- 
tion-proof linking to your Kossaska- 
deek line of hoist buckets, tell the 
reps about it. They probably have a 
customer or two in mind who's been 
looking for this improved process for 
months. 

But if you've sent a half dozen 
sales bulletins in a row that discuss 
things like “Keeping Records of Your 
Customers’ Names, Hobbies, Likes 
and Dislikes,” or “Enthusiasm” and 
similar overworked essays on sales, 
chances are a sales rep has been toss- 
ing them in the circular file without 
even a second glance. As a result, he 
barely glances at the bulletin fea- 
turing an important product improve- 
ment that you anticipate will put your 
firm head and shoulders over com- 
petition. 

This points up our second rule: 
If it isn't important, don't send it. 

Let me interject here that well 
written articles on selling are not, in 
themselves, taboo. From time to time 
you can prepare an entire bulletin or 


About the Author... 


Ben Sander, vice president in 
charge of sales at Nixdorff-Krein 
Mfg. Co., has been working with 
manufacturers’ reps and sales- 
men for the past 36 years. 


He started as a stenographer 
with Nixdorff-Krein 
ago, and since then has worked 


36 years 


his way up through the com- 
pany as a clerk, salesman, sales 
manager of a division, and then 


in 1955, vice president in charge 


of all sales. 


Much of his time is devoted to 
traveling throughout the United 
States working with the 
Nixdorff-Krein 
sales agents who cover the en- 
industrial, 


tractor chains, wire 


salesmen and 


tire country selling 
tire and 
products and certain farm im- 
plement 


products to jobbers, 


wholesalers and manufacturers. 
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part of one on such subjects. When 
you do, however, try to give some new 
twist on the subject rather than a 
re-hash. Subconsciously, at times, you 
may fall back on items you've heard 
or read. If you think it’s good enough 
for a group of busy, intelligent sales 
reps, ask the writer's permission to use 
all or part of it; then go ahead and 
use it in the bulletin. But in the main, 
strive for your own, actually experi- 
enced subject matter written in natu- 
ral conversational newsletters. 

Which leads us to our third im- 
portant rule: Send all bulletins in 
care of reps’ home office, not directly 
to the reps. 

In cases where two or more reps 
work out of a single parent sales of- 
fice, it frequently is better to send 
the required number of sales bulle- 
tins for that office to the man in 
charge. This gives each office head 
the prerogative to pass sales bulletins 
along to his men, govern timing of 
distribution 


& True, you risk the possibility of his 
rejection of one or more bulletins, 
but if vou feel you might be guilty 
of sending secondary quality sales bul 
letins, think of this for a minute: You 
are in competition with other manu- 
facturers for the rep’s time. If vou 
are not doing a top job of selling 
the sales rep, he will devote more 
time to selling other firms’ products 
But when he’s sold solid on vou he'll 
do an extra good job on his customers 
for vou. If vour sales reps are scat 
tered from Maine to California as ours 
are, you've got to send them a good 
sales bulletin to keep ahead of vour 
competitors 

What’s important enough to include 
in a sales bulletin? 

Answer that question squarely and 
you're on the right track to good sales 
bulletins. I would sav that you should 
include any news of interest that con- 
ceivably could help vour representa- 
tives to sell vour product or services 
Try to write with a minimum of flour- 
ish and fancy phrases, but without 
writing monotonously either. If what 
you write sounds natural, the way 
you might talk to a single sales repre- 
sentative sitting in the car en route to 
a customer or prospect, put it in. If, 
Ww hen read aloud. it sounds comy, 
phony or “inspirational,” and just is 
not vou talking—read it again, aloud, 
once or twice. If you're still in doubt 
about its news-worthiness or sincerity, 
then silently pitch it in the nearest 
waste basket—or better still, send it 
to the competitor who's been giving 
you a rough time in the field, and 
suggest that he put it in his next 
“Monday Morning  Rise-and-Shine 
Sales Bulletin.” 


when the occasion | 


calls for MOVING aa 


Being picked for promotion is always a happy occasion. 

And if a change of address comes with the change in title, 
United's “Pre-Planned” service will make your moving day 
a safer, easier, more pleasant occasion. You'll arrive on the 
new job relaxed and rarin’ to go, because United handles 
all the details for you. 

From skillful UNI-PACKING of your possessions... to on- 
time delivery by SANITIZED* van ... you'll get personalized, 
courteous service 

Whether the occasion calls for a family move — or shipping 
delicate, high-value equipment via United's special SAFE- 
GUARD service —call your United Agent today! He's listed 
under “MOVERS” in the Yellow Pages. 


REG. U. S&S. PAT. OFF. 


Van Lines 


a. 
“ : - Aeh sccm WITH CARE EVERYWHERE 
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nothing nails down sales like 


AWHERENESS 


oe 


/ 


and nothing builds AWHERENESS like the Yellow Pages 


From Hardware to Lumber, whatever you sell, 
you'll sell more when AWHERENESS of your 
product or service directs prospects to your 
local outlets—through the Yellow Pages. 

For the manufacturer of national brand-name 
products, Trade-Mark Service in the Yellow 
Pages tells prospects where they can find his 
local outlets. For the local businessman, Yellow 


Pages advertising makes the community aware 
of the products and services he offers. 
Remember, nothing builds AWHERENESS 
for your business like the Yellow Pages—the 
shopping guide used by 9 out of 10 shoppers. 
Let the Yellow Pages man help you plan an 
AWHERENESS program for your business. Call 
your local Bell telephone business office today. 


The advertising medium that tells people where to find your local outlets! 
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Who Says They Won't Pay for Quality? 


Nobody figured on a market for good-as-home baked-goods, 
sold in a super market—until Sara Lee decided there were people 


who would pay for the best. Company counts on “Q” factor. 


An almost fanatic emphasis on 
quality has placed the Kitchens of 
Sara Lee in command of a national 
baked-goods market previously served 
by no one. By exerting the same “Q” 
factor in packaging as well as selling 
techniques, the Chicago-based com- 
pany has already exceeded '58 sales 
by over 80% 

Sara Lee moved in on this “non- 
existent” market back in 1951 when 
President Charles W. Lubin saw the 
possibilities of producing a line of 
premium quality baked-goods exclu- 
sively for super markets and local 
Until that time, food 
store cakes were of mediocre quality 
and sold for less than half of what 
Lubin planned to charge—an unprece- 
dented 79 cents 


grocery stores 


&In 1951 the housewife had three 
choices: buy a food store cake of $0-SO 
quality at a low price, hike over to 
the neighborhood bakery for a higher 
quality cake, or tackle the baking 
job herself. She could not buy a 
really top-quality cake in the same 
convenient place she bought prac- 
tically everything else—her super mar- 
ket or grocery store 

Lubin decided she should have 
this privilege, and that Sara Lee 
should have the profitable opportu- 
nity of filling this product vacuum 
He told her so by saving that “The 
Sara Lee cake now at your super 
market is as fine as any you bake at 
home or purchase elsewhere.” 

“Apparently,” adds Sales Vice Pres- 
ident Mandall Kaplan, “every time 
we've introduced a new product, 
we've filled another portion of this 
vacuum 

The fact that the company has 
committed itself to producing a prime 
quality product has necessarily lim- 
ited new product introduction. Ac- 
cording to Kaplan, “In nine years, 
we've introduced only eight new cake 
products, three of them offered in 
39c-regular as well as 79c-family 
sizes. But there’s a good reason for 
what might appear as a laggardly 
development program. Some of our 


THREE-WAY QUALITY is emphasized for this coffee cake: quality of product, pack- 
age, selling technique. Grocers are sold on fast turnover and on high profit-ratio. 


products have spent as long as a year 
and a half on their way to market. 
We simply cannot bring out some- 
thing new, at the Sara Lee quality 
level, overnight. Our newest item, 
Chicken Sara Lee, is a perfect exam 
ple of how this threefold emphasis on 
quality in product, packaging and 
sales techniques, creates what every 
sales manager is looking for —a suc- 
cessful, effective marketing tool.” 

Continuing, Kaplan says, “On the 
product end of it, here's what our 
salesman tells his customer: ‘It took 
us 18 months to develop Chicken 
Sara Lee. Why? Because the eight 
top-quality cake products that pre- 
ceded it were equally time-consum- 
ing in quality development, and 
each of them has meant a higher 
sales and volume profit for you, the 
grocer, than practically any other 
food item you handle. Chicken Sara 
Lee is simply the latest in this qual- 
ity/profit succession.’ 


Sales Management 


“This hits a customer where he 
feels it, in his wallet. He knows we 
mean what we say because we've 
done it before. Incidentally, Chicken 
Sara Lee represents the first major 
product diversification for the com- 
pany, but one which was envisioned 
back in the beginning. That’s the rea- 
son for the general nature of the com- 
pany title. Even in '51 we knew the 
word ‘bakery’ would eventually hob- 
ble us.” 

On the presentation, he goes on, 
“The salesman lays the finished Chick- 
en Sara Lee package in front of the 
customer and says, “You know the 
product is top quality, now take a 
look at the package—it carries through 
beautifully on the quality theme. We 
refused to use an ordinary poly- 
ethylene bag to bring the product to 
market. As it turned out, the house- 
wife now drops the new Mylar 
pouch in boiling water for eight min- 
utes and it’s ready to eat. She doesn’t 
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get her hands wet or burned because 
of a slot at the top of the pouch 
through which it can be lifted with a 
fork or other utensil.’” 

Kaplan adds, “She won't even have 
to use scissors or knife to open the 
pouch after lifting it out of the water: 
A small “V” notch at the side of each 
pouch allows her to open it by tear- 
ing across at this point. In addition, 
the bag empties without any leftover 
product to scrape out. There is even 
a half-inch grip-flap at the bottom of 
the Mylar pouch for still easier han- 
dling. Instructions are contained on 
the outside box, which also bears a 
full-color picture of Chicken Sara 
Lee. 

“By this time,” says Kaplan, “the 
customer is aware of the quality of 
the product and the quality of the 
package. Now he wants to know 
whether Sara Lee is a ‘quality deal’ 
for him. He’s usually amazed to find 
out that no one gets a free trial case 
of Sara Lee products—no one from 
the biggest chain down to the corner 
grocery. At this point it’s not too 
hard to convince him that the same 
old point—quality—has placed us in 
the position of not having to give 
away our brand new product in order 
to sell it.” 

As the frozen-product presentation 


is closed, these points are hammered 
home: 


1. Sara Lee quality consistently 
produces a high percentage of profit 
—the Super Value study done by 
Progressive Grocer showed that the 
average percentage of profit for all 
frozen foods is 20.3%; the Sara Lee 
percentage of profit is 23.4% (ex 
warehouse) and 25.1% (ex truck) —a 
full profit on every sale, with no mark- 
downs or price cuts needed to achieve 
volume me 


2. Sara Lee quality continues to 


produce higher dollar profit per linear 
foot of freezer space — Kaplan points 
to a New York chain study showing 
that Sara Lee cakes ranked sixth out 
of 69 regularly displayed specialty 
items in profit per linear foot, and 
yielded the largest weekly gross profit 
of any of the 69. A similar study in 
New England revealed that Sara Lee 
cakes occupying only 5% of the 
freezer space produced 8% of the 
gross dollar profit. By comparison, 
frozen vegetables occupied 18% of 
the space, produced only 15.9% of 
gross profit. Meat pies occupying 10% 
of space, yielded only 5.4% of gross 
profit. The Sara Lee product oc- 
cupied minimum display space, yet 
produced a top dollar profit 


3. Sara Lee quality means higher 
unit-dollar sales — a de | of ical 
frozen food price lists showed that 
Sara Lee cakes produce higher unit- 
dollar sales than 82% of the items 
regularly carried. Briefly, this means 
that a market must sell four 19c items 
to reach the same dollar volume as 
one Sara Lee cake sale at 79 cents. 


4. Sara Lee quality has produced 
high-volume, fast turnover—the same 
study revealed that Sara Lee cakes 
with just half the amount of freezer 
space as all frozen meat pies, pro- 
duced 27% more dollar volume. Also, 
with less than a third of the space 
devoted to all frozen vegetables, Sara 
Lee cakes produced half as much 
dollar volume. The New York study 
showed that of the 69 frozen food 
specialty items carried, Sara Lee 
cakes were first in sales, averaging 
44% higher weekly sales than the next 
best seller. 


“In short,” says Kaplan, “the cus- 
tomer is informed that Sara Lee qual- 
ity, whether in cake, chicken or any- 
thing else we might come out with 
in the future, means more profit dol- 
lars for him than practically any 
other product he wy 

“While we've tried motivational 


ai SA | . LA K t 


There’s more to Salt Lake than Salt Lake... 
1¥2 million prosperous prospects is a worthwhile market NO 
MATTER WHERE YOU FIND IT! 


There's more to Sale Lake than Sale Lake 
1 


reaching and selling the 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS 
Salt Lake Telegram (EVENING) 
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That's why we say, 


2 million persons in Sale Lake City 


In addition to 


Vy 
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an advertising schedule in The Salt Lake Tribune and Deseret 
News and Telegram opens the door to a million more in the 
four state area served by these two metropolitan newspapers ! 
It's an exceptional market that's the exception to buying by 
the city population only 


Industrial Clearance Sale 


Save up to 80% on 
new, first quality cable 


Bergen Wire Rope Company is one of America’s 
leading producers of cable and cable assemblies for 
nearly every industrial use from materials handling 
to airframe assembly. In the process of re-tooling for 
ntw products, we have decided to clear several 
thousand feet of space which bave been used for 
storage of “odd low” of cable. We are offering this 
$100,000 odd lot inventory at from 30 to 80% off 
regular price. Included is plow steel, improved plow’ 
steel, stainless steel and phosphor bronze cable in 
diameters from .028” to 1", galvanized and bright 
finishes, most preformed with hemp ‘or IWRC, in 
lengths from 25 feet up to 70,000 ieet, Everything 
subject to prior sale. 


For complete catalog of offerings, write or phone: 
BERGEN WIRE ROPE CO. 
Gregg Street, Lodi, N. J. * HUbbard 7-3521 
"Specializing in the Unusual” 


THIS 
AD 


by the Bergen Wire Rope Co., of Lodi, N. J., 
announced a $100,000 clearance sale of steel 
and bronze industrial cables—in odd lots 
from 25 feet to 70,000 feet. It was published 
in The New York Times Business-Financial 
pages on October 18, measured 8 in. by 

3% in., and cost $614.10. 


PRODUCED 


~ THIS 


RESULT 


More than $30,000 of the cable was sold 
within 10 days after the ad appeared, reports 
W. E. Herdman, sales administrator for 

the company. Replies were still coming in 

a month later. “We have received over 175 

bona fide leads...and are confident that the 
balance of the stock will be purchased by 
direct respondents to the ad. We are convinced 
that you can sell anything in The Times.” 
Here is another example why today, 


as always, it pays to advertise 


IN THE 
NEW YORK 
TIMES 


first in advertising in the world’s first market 
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FIRST 
\ PRIZE... 


/ ee for incentive 
contests 


Silhouette 
Mark Il 


CABIN SAILING CRUISER 


Boating is the rage... and the Silhouette 
offers an inspired idea for the sales con- 
tests and other promotions where the idea 
of the prize creates excitement. 


The Silhouette Mark I! ig fabulous! Only 
17°8” long yet she sleeps two in comfort, 
has luxury features never before crafted 
into a boat at this price. 


send for complete literature. Learn how 
this Cruising Sloop can help increase 
YOUR sales. Write: Findlay Corsar, 


SILHOUETTE MARINE, LTD. 
150 Spring St., N. Y. 12, N. Y. 


———" 
from the desk of 
Richard H. Frey 


hotel/golf club 
hollywood/floride 
Staten tect dhe tines 


ise down-to-earth lan- 
to say that the Holly- 
ich offers Bore to 


interested 


t 7 g 
eek that the combination 
of unadorned facts and our 


reputation will do the trick 


Dick 
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Sara Lee's Mandal! Kaplan 


Filling the Vacuum. . . 

. . » with new products is up 
to Sara Lee’s Sales V-P Mandall 
Kaplan, who claims that the com- 
pany’s so-called “blind” 
product introductions have 
needed no market research pre- 
liminaries because, “Let's face it, 
quclity sells!’ 


new- 


joined Sara Lee in 
1954, recently came to grips with 


Kaplan 


a problem many soles managers 
would like to have—his sales be- 
gan to outstrip production. At the 
moment the company is in the 
midst of a crash program to ex- 
pand production capacity. 


research programs and market evalu- 
ation studies in the past,” he con- 
tinues, “we've shied away from them 
as the real value of our quality em- 
phasis has become apparent. We've 
found that with each new product 
that we've introduced, the quality 
factor has sold above any other con- 
sideration. The consumer herself has 
responded by paying more money 
for a better product, it’s that simple. 
As it stands now, it’s no longer a 
question of whether the product will 
succeed or not, but of how successful 
it will be 

“The fact that we selected the New 
York market for Chicken Sara Lee’s 
introduction is not particularly strange 
If it goes there, itll go anywhere, at 
least that’s the way we feel. And be- 
sides, New Yorkers are just as sensi- 
tive to quality as anybody anywhere 
else in the country. Some say we 
rushed blindly into this latest intro 
duction. I say it wasn’t blind. If it 
was, then we have seven wildly suc- 


Chicken 


Sarafee 


CHICKEN BRANCHES OUT for Sara Lee. 
This is first change from baked-goods. 
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cessful, and equally as blind, new 
product introductions behind us!” 


®& V-P Kaplan goes on to say, “If you 
want people to associate quality with 
your name (and let's face it, quality 
sells!), you can’t simply make a qual- 
ity product and ignore the packaging 
or sales program, or vice versa. It's 
everything, or nothiug.” 

On media, “We've used television 
spectaculars and Arthur Godfrey on 
radio. In addition, we use Captain 
Kangaroo on TV for children. We're 
in outdoor signs in a big way as well 
as in national newspaper and maga- 
zine advertising. Full-color point-of- 
purchase ‘shopper-stoppers’ are par- 
ticularly effective for us because they 
allow us to carry appetite appeal and 
the quality theme right through to the 
cash register.” 

The current advertising and pro- 
motional budget, according to Kap- 
lan, will be in excess of $2 million 
this year, based on an expected gross 
sales figure well in excess of $20 mil- 
lion 

Sara Lee operates by route delivery 
to individual stores within the greater 
Chicago market. Here, goods are not 
frozen. In addition, the company sells 
through a second independent route- 
truck system in cities reached by 
overnight truck service. The rest of 
the country buys frozen Sara Lee 
products, comprising, by far, the 
major portion of the firm’s business. 

Does the often jaded quality appeal 
really work? A letter now going out 
to customers reads: “We apologize for 
the delay in filling your orders. Our 
production facilities have recently 
been expanded and we hope that you 
will understand that we are doing 
everything possible. .. .” RAK 
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*.- LIKE CALIFORNIA W//7THOUT 
[| THE BILLION-DOLLAR 
VALLEY OF THE BEES : © THE SACRAMENTO BEE 


@ Actually, total effective buying income of more than $3 billion ® THE MODESTO BEE 
@ More people than each of 18 states 


@ Not covered by San Francisco and Los Angeles newspapers ®@ THE FRESNO BEE 


The coming of the VIII Winter Olympics to Squaw Valley, fon 
California, focuses a lot of attention on winter sports in Inner ay. 
California, the area of the Billion-Dollar Valley of the Bees. , 
However, this is no shock to the Bees. For years they have ¥ 
promoted and publicized winter sports events — and they e 
will give complete coverage to the Games. 


a 


Don’t let your message get a cool reception in Inner Cali- 
fornia. Tell your story in the Bees—the papers that go home. 


F MCCLATCHY NEWSPAPERS } 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 
McClatchy gives national advertisers three types of discounts ... bulk, frequency end a combined bulk-frequency. Check O’Mara & Ormsbee for details. 


Data source: Sales Management's 
1959 Copyrighted Survey 
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Why are so many informed advertisers NOW using Nation’s Business? 


2 i ORT! 


International 
Harvester 
Trucks 


Air | 
Express 


American 
Trucking 


Association 
of American 
Railroads 


te Ere 


Greyhound 
Package 
Express 


Hertz 


To get more corporate executives without the 
corporation wives. Advertising costs being what 
they are today, it’s an expensive luxury for 
business advertisers to use magazines which 
have an equal appeal for executives’ wives. Few 
of them buy trucks. Or business machines, or 
business insurance. 

That's why a growing number of advertisers 
are turning to NATION'S BUSINESS. Practically 
all of its 750,000 subscribers are businessmen. 
Twenty-three thousand are executives in 499 
of the top 500 industrial corporations. The rest 
manage some 500,000 other companies that 
also are large-scale users of trucks and trans- 
portation services. These customers can't be 


Association 


National 
Truck 
Leasing 


Chevrolet 


Trucks 


Baltime 
& Ohio 
Railroad 


reached by advertising in any other manage 
ment magazine—none has enough circulation 

With NATION’s BUSINESS, you tell your story 
out in the territories where your salesmen and 
distributors are working. And you get direct 
sales action: leads to follow up—many of them 
medium-sized prospects your salesmen seldom 
have time to call on. 

So... if you want to move deep into the 
nation’s business where there's plenty of new 
business to be had (and do it economically with- 
out paying for a lot of “non-working” circulation), 
NATION'S BUSINESS is the magazine to carry 
your advertising. More and more informed 
advertisers are using it. 


Eastern 
Express. Inc. 


| Nation's Business 


YOU USE NATION’S BUSINESS...TO SELL MORE OF THE NATION’S BUSINESS 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUF, NEW YORK 17, N. Y 


Electronics Maker Solves Time Problem 
With Ship-from-Stock Program 


G. H. Leland, Inc., Dayton, Ohio, found it possible to leave the 
merry-go-round of prototype products, impossible delivery dates 
at high production cost. The answer—shelf-stock orders, mini- 


mum order rates for custom-made products and small orders. 


Most makers of electronic products 
tind themselves racing against time 
In this fast-moving industry, products 
and requirements change overnight 
Most products have to be custom de 
signed and custom made 

Purchasing agents, under constant 
pressure themselves, are relentless in 
secking firm commitments on delivery 
of electronic products. Sales engineers 
promise their best, but know that 
isn't good enough unless the goods 
are delivered on time 

Here is how one smaller manufac- 
turer is solving its time problem. 

G. H. Leland, Inc., of Dayton, Ohio, 
has, since its founding during World 
War II, based its marketing on the 
custom adaptation of a handful of 
basic designs of complex electronic 
components. In meeting customer re- 
quirements, the number of designs 
has mushroomed into thousands 

Because almost every order was 
for a prototype product, manufactur- 
ing lead time—from design to finished 
product—ran from four to six weeks, 
sometimes longer. As fast as designs 
others had to be 
created to meet new requirements 

As sales, now “several million dol 
lars,” and the number of products 
grew, several facts of business life 
became evident to Leland manage 


became obsolete, 


ment: 


1. Because there were no off-the- 
shelf products, the customer always 
insisted on custom-made designs 


2. Because there were no stock 
items, every order was practically a 
prototype order 


3. Small quantity orders were not 
paying their way 


4. Sales engineers at Leland were 
forced to spend a disproportionate 
vicing orders that 


relatively dollar 


amount of time sei 


resulted — in small 


volume 


These four 


cove red 


problems were un 


through an _ intensive self 


IMMEDIATE DELIVERY for 35% of all orders has resulted from Leland’s new stock 
program. Hans Belitz, sm (r.), points out incoming orders for off-the-shelf compo- 
nents to Kenneth Woolley, material manager (I!.), and Gerald Leland, v-p, gm. 


appraisal. Then Leland cured its ills 
by making two major changes 


¢ A ship-from-stock program was 
introduced. Using market analysts and 
data processing techniques, Leland 
selected 250 different models of ro- 
tary solenoids (Leland says it’s the 
largest maker of this device) to be 
carried in stock for prompt shipment 
to customers. Twenty-five units of 
each model were manufactured and 
stocked; a limit of nine units per cus- 
tomer was established. 

The ship-from-stock program proved 
an rentorn on success. Today, 40% of 
all orders are filled from stock. 


@ Leland adopted a minimum 
charge to encourage customers to 
order from stock. Analysis disclosed 
that the cost of these custom-engi 
neered, custom-made products gen- 
erally exceeded $50. A minimum 
charge allows small orders to be 
profitable. 

The company now quotes small- 
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order customers the unit price in quan- 
tities up to 100 pieces. Salesmen ad- 
vise customers of the minimum charge 
and offer the choice of increasing the 
order to meet the minimum or order- 
ing a unit from stock. 

Leland’s moves have met with 
strong customer approval. If the cus 
tomer needs prompt delivery, he can 
have it by selecting from 250 stock 
items. If he needs a custom-made 
item he can have it much faster than 
previously. 

Lead time for some custom-made 
products has been slashed in half, and 
further improvements are anticipated 
As design patterns become more 
standardized, additional units will be 
put in stock. 

Because so many orders are now 
being handled directly from stock, 
Leland’s sales engineers and repre 
sentatives are able to spend more 
time on customers’ special require 
ments and deal with their problems 
more effectively. 
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g a little time at th ; 
desk . e letters-to-the-edi 8 
, you can judge the impact of a mag wee ey 
azine. 


WORTH WRITING FOR. 


San Antonio Newspapers 

A study conducted by Daniel Starch 
and Staff to measure the extent of 
household coverage and duplication 
for the average weekday (Monday 
through Friday) and Saturday and 
Sunday editions. The area covered 
is the San Antonio A. B. C. City Zone 
where 77% of the total daily circu- 
lations are placed. Data include cov- 
erage of households by individual 
newspapers, exclusive coverage of 
households, net coverage by combina- 
tions, coverage by household income, 
coverage of households by age of chil- 
dren, coverage of households with 
heads under 45 and 45 or older, cov- 
erage of households owning automo- 
biles and households owning an auto- 
mobile bought new or bought used. 
Write Tom D. Gish, Advertising Di- 
rector, The Light, Dept. SM, San 
Antonio, Tex 


The St. Paul Market 


According to this new report, it is 
an on-the-grow three-county market. 
Its population is up from 376,025 in 
1940 to 529,600 people in 1959, 
spending more than $655 million a 
year on retail products. Among the 
reasons for its increased retailing 
reach: The vast new Federal Freeway 
System. Treating the Metropolitan 
Area as one unit, the Freeway is being 
aimed to pull traffic right into the 
city’s downtown area. Four new 
bridges across the St. Croix River are 
speeding thousands of western Wis- 
consinites to the city. Write George 
McFadden, Manager, General Adver- 
tising, St. Paul Dispatch-Pioneer Press, 
Dept. SM, St. Paul, Minn. 


Metropolitan Oakland 


Progress report on the Alameda 
and Contra Costa Counties which 
comprise the metropolitan area. In 
ten years, retail sales have moved from 
$996 million to $1.58 billion—a 58.3% 
increase. Alameda County is first in 
total retail sales in the six Bay Area 
counties. Population has increased 
from 1,023,000 to 1,284,000, or 25% 
— making it the largest population 
center in the Bay Area. Data include 
population in the six Bay Area coun- 
ties; retail sales of food, drug, furni- 
ture and household appliances, build- 
ing material and hardware; chain 
grocery outlets; residential building 
permits; automotive and gasoline serv- 
ice station sales; sales of boats, trail- 
ers, motorcycles, planes, sporting 
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goods. Write J. O. Wright, Advertis- 
ing Director, Oakland Tribune, Dept. 
SM, Oakland, Cal. 


Newspaper Readership 


A study in two parts by Dr. Charles 
L. Allen. It provides detailed infor- 
mation about a typical daily news- 
paper in a satellite city of a large 
metropolitan area, Chicago. Reading 
time, duplication acceptance and be- 
lievability of advertising are among 
some of the data uncovered in the 
study. Write Stewart R. Macdonald, 
Promotion Manager, The Waukegan 
News-Sun, Dept. SM, Waukegan, III 


Paper and Foil Products 


Data on their purchase and use by 
1,400,000 farm Products 
covered: foil, wax paper, paper towels 
and napkins, facial and toilet tissues, 
paper plates and cups, drinking straws 
These families not only make exten 
sive use of the various paper prod- 
ucts, but they buy frequently and in 
substantial quantity. For 
95% of all the families use wax paper 
and each family buys a little more 
than two rolls each month. Eight out 
of ten of the families use paper nap 
kins and purchases for each family 
run to 2.7 boxes each month. Writs 
Elden Tuttle, Dept. SM, The Pro- 
gressive Farmer, Birmingham 2, Ala 


families 


example, 


Design for Profit in Hardware 


Details on how manufacturers in 
the hardware field can build profits 
through a new market research plan, 
Turnover Handbook. It shows how to 
satisfy customer's needs by coordinat- 
ing merchandising and promotional 
programs with the basic merchandis- 
ing of customers. Includes: selection 
of basic items and adjusting inventory 
to these items, quantity control of 
items to insure proper turnover, work- 
ing with and for the retail dealer to 
make turnover a reality. Write Don 
Hays, Sales Manager, Hardware Re- 
tailer, Dept. SM, 964 N. Pennsylvania 
St., Indianapolis 4, Ind 


Sales Management Television 


Case histories showing how spot 
television sells through program iden- 
tification—in locally purchased pro 
grams in selected ME es — and vi 
it can be directed and controlled 
from the home office Examples: In 
“live” programs such as news and 
weathercasts, women’s service shows 
and children’s series, established sta 
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tion personalities stimulate an intense 
viewer commercial-loyalty, command- 
ing a high audience response to their 
personalized product endorsements. 
In many A. acre film programs, 
the show's star delivers the commer- 
cial, increasing customer confidence 
and product/program identification. 
Among the company case histories: 
Continental Baking Co., Pan Ameri- 
can World Airways, Sealy Mattress 
Co., Shell Oil Co., Sun Oil Co., Wil- 
son & Co., Inc., American Shoe Co 
Write Thomas Dawson, Sales Promo 
tion & Research Director, CBS Tele- 
vision Spot Sales, Dept. SM, 485 
Madison Ave., New York 22, N. Y. 


Today's Research Market 


A data book which reveals that it 
is a $12-billion market growing bigger 
every year. It covers expenditures by 
private industry and Government, pre- 
dicts market growth, and breaks down 
the employment of scientists by in- 
dustry. Write Robert Voepel, Promo- 
tion Manager, Analytical Chemistry, 
Dept SM, 430 Park Ave., New York 
22,N.Y 


Sales Aids from Advertisers 


Have you written for these booklets 
or samples described in recent advertise- 
ments in Sales Management? 


How to Win Attention and Influence 
Audiences with a full-color image with 
any subject matter. Projection Optics Co., 
Inc., Dept. SM, 273 Eleventh Ave., East 
Orange, N J 


Idea Letterheads: New catalogue of ideas 
to add interest to your messages. Idea Art, 
Dept. SM, 309 Fifth Ave., New York 16, 
N. Y. 


Meeting Planners Handbook: Pocket-size, 
it contains reprints of some of the most 
popes articles on meeting planning 
Sales Meetings, Dept. SM, 1212 Chest- 
nut St., Philadelphia 7, Pa. 


Credit Insurance: How you can protect 
your accounts receivable and be assured 
of continued sales growth. American 
Credit Indemnity Company of New York, 
Dept, SM 59, 300 St. Paul PL, Baltimore 
2, Md. 


Ultramatic Slide Viewer for Salesmen 
Descriptive literature on how it can dram- 
atize sales approach. Airequipt Mfg. Co., 
Inc., Dept. SM, 20 Jones St., New Ro- 
c helle, N. Y. 


Dodge Reports: How to use them effec- 
tively. F. W. Dodge Corp., Construction 
News Division, Dept. SM, 119 W. 40th 
St., New York 18, N. Y. 


Selling to Hospitals: Information on Hos- 
pitals’ six strategic issues, exhibit oppor- 
tunities at the Hospital Merchandise 
Mart, and brochure titled “It’s the Direc- 
tion That Counts.” Hospitals, Journal of 
the American Hospital Assn., Dept. SM, 
849 N. Lake Shore Drive, Chicago 11, Ill 


"GIRL TALK” 
FOR 
AD MEN 


tive SCVCNTOEN.... 


that’s why Seventeen’s advertisers love me! 


va 


i , 


What makes SEVENTEEN so dear to the teen-age girl’s heart? The very same quality that 

endears her to SEVENTEEN’s advertisers. Devotion. For SEVENTEEN is devoted to the teen-age 

girl exclusively. From cover to cover, it talks with her alone. In girl-to-girl fashion, it 

answers her questions, discusses her problems, expresses her ideas. “Girl talk” like 

this creates amazing buying action. 65.2% of SEVENTEEN’s 4,800,000 readers have oz . N 
actually bought merchandise from its pages.” What kinds of merchandise? Not 

just cosmetics and clothes, but everything from silverware and diamond rings : 

to furniture and food. No wonder advertisers place more linage in SEVENTEEN 

than in any other monthly magazine for women! *Gilbert Youth Research 


it’s easier to START o habit than to STOP one! SEVENTEEN MAGAZINE 488 Madison Avenue, New York 22 * PLaza 9-8100 


DOUBLE EXPOSURE FOR YOUR ADVERTISING: SEVENTEEN-at-School—only magazine of its kind—offers your educational materials to high schoo! home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 
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New progress in the search for advertising effectiveness... 


Now you can know-z2 advance 
will look at your advertising 


New Politz study gives for the first time: 


A sound basis for evaluating magazines by 
showing actual exposures to your advertisements. 


Information on the kinds of people, by income 
and other characteristics, exposed to 
your advertising. 


Proof that advertising in magazines lasts 
longer and is more stable than has ever been 
shown for advertising in any other medium. 


Documentation of the reader's interest in a 
magazine —and how this benefits advertisers 
by repeat exposures to their messages. 


Further evidence on the profitable difference 
between magazines and other media. 


How many important businessmen have asked: 


“How much does my company’s advertising affect 
our sales?” 


The ceaseless search for the answer has brought great 
benefits to all who sell produc ts or services 


This year, another major step toward measuring ad- 
vertising effectiveness has been made. It came from 
magazines, long the leaders in developing sound meas- 


urements of what the advertiser gets for his investment. 


This new study was conducted by Alfred Politz, one 
of the most respected leaders in marketing, advertising 
and media research. It is documented in his report 

Advertising Page Exposure in Four Magazines.” 


The study was co-sponsored by Reader's Digest and 
the Saturday Evening Post. It measures both of these 
publications and also Life and Look. 


A useful measurement 


This step toward measuring advertising effectiveness 
is the most useful yet developed for media selection 
because it covers only those factors within the control 
of the medium. 


Obviously, a medium’s primary responsibility to an 
advertiser is to expose his message to its own selective 
audience. So the first consideration should be: how well 
does it do this job, and at what cost? 


The answers are now available for 4 major magazines. 


90 Sales Management February 5, 1960 


What you can learn from this study 


The new Politz research permits an advertiser to know 

in advance: 

1. the number of exposures he or his competitor can ex- 
pect for a message in any of the four magazines studied, 
or in any combination of them. 

2. how often, on the average, a sales message will be ex- 
posed to the individual reader 
how many exposures the advertiser will get from people 
most important to him-in terms of their spending abil- 
ity, past purchases, and potential interest in buying his 
produc t or service 
how many exposures the advertiser will get, week by 
week, over the life of the issue his message is in 


What else does this study show? 


This new Politz study proves what sophisticated adver- 
tisers have long sensed: 
Magazine advertising lives longer. It has the marked 
advantage of repeat exposures. These can work like 
repeated advertisements, without the additional cost 


The audience exposure to magazine advertising is stabl 
and predic table. It is not subject to violent seasonal 
fluctuations. The exposure performance of advertising 
in these magazines is more consistent than has ever been 


shown for advertising in any other medium 


This study defines more clearly than ever the advertising 
values offered by these four magazines. It establishes a 
new standard by which the advertiser can judge the 
exposure efficiency of all media, even though others do 
not have equal evidence of proven accuracy. 


Discerning advertisers will reach additional conclu- 
sions from this evidence. For example, the repeated 
exposure reflects the reader's continuing interest in a 
magazine issue ... his deep personal involvement in the 
publication . . . and the greater likelihood that the ad- 
vertising will lead to actual sales. 

Any good magazine gives its advertising an atmos- 
phere of confidence and believability; repeated ex- 
posures naturally enhance this value, strengthening the 
kinship between the advertiser and his customer. 


How to get your copy 


For a copy of the 160-page study, “Advertising Page 
Exposures in Four Magazines,” call... or write on your 
letterhead: Peter E. Schruth, The Saturday Evening 
Post, 555 Fifth Avenue, New York 17, N. Y. Or: Fred D. 
Thompson, Reader’s Digest, 230 Park Ave., New York 
17, N. Y. 


-how many times people 
in these four magazines ! 


What is Advertising Page Exposure? 


Circulation and audience are essential measurements 
of anv medium. But they do not reveal these additional 
values you receive in magazines: the number of times 
your own advertisement will be seen; the kind of people 
who will see it and the likelihood that your message will 
be exposed more than once to the same person 

Advertising page exposure measures the total times 
that people turn to your advertising page 


Every day when you pick up and read a magazine 
(as determined by this research), you register an issue 
exposure. Every day when you open to a specific page, 
you register a page exposure. 


About Alfred Politz... 


Alfred Politz belongs to a growing group of researchers 
who Sy nd their prote ssional lives searching for more 
meaningful measures of advertising effectiveness. 


Politz continually conducts confidential marketing re- 
search for a small group of leading advertisers, and has 
made studies of all major advertising media. Among his 


- Ee _ $$$ ____— — - 


many important research contributions is the introduc- 
tion of probability sampling into commercial research 


Questions and answers about this study 


What is the most important fact revealed by this study? 
You can learn how many times your advertising will be sec 
by the readers of four leading magazines. 

Why is that important? 

Because an advertisement must be exposed before it can 
work. Also, this study proves to what extent advertising will 
get additional “showings” (free, by the way). These repeat 
exposures, as Wwe call them are worth money real money 
to advertisers 

Does the character of a magazine affect the exposures its 
advertising gets? 

Yes, and the results of this study prove it 

Can I compare these exposure figures with those for other 
media? 

You can make reasonable comparisons, although other media 
do not provide such exact information about exposures. In 
television, for example, there is no accurate way of predi 
or what kind of people . . . will 
actually be looking at your commercial 


Ing how many people . 


And there's no repeat exposure in television? 

There can’t be—unless you pay to have your commercial 
broadcast a second time. 

Does this new study tell me whether my advertising will 
reach good prospects for my product? 

Yes. Each person was queried about his possessions and pur 

chases of 116 items. So you will learn not only how often 
your advertisement will be seen, but by whom, according t 

income, buying habits, sex, age, etc. 

This suggests that magazines provide a more predictable 
audience than broadcast media . . . 

Far more predictable. The four magazines in this study can 
give you an amazingly accurate prediction of who will se« 
your advertising and how often. No other mass medium can 
tell vou so exactly the exposure efficiency you get for the 
advertising dollar you invest. 


READER’S DIGEST 
THE SATURDAY EVENING POST 


Your advertising page in one 
iaete ; u¢ ur magazines 
Total audience 


67 802.000 
20,526,000 
22.872.000 
28,437,000 
14,554,000 


will reach these groups 
All people age 10 and over 
Male heads of households 
Women homemakers 
Top economic third 
College educated 


it an average of 2.3 times 


Percent coverage 


Major Findings for the Four Magazines 


Advertising 
page exposures 
per person 


Total exposures per 
advertising page 


9 152,620,000 
4 43,936,000 
5 52,016,000 
4 72,563,000 
i) 40,770,000 


3* 
1 
> 
> 


9 
9 
9° 

9 
9 


6 
S 


*If your advertising page appears in all four magazines, it will be exposed to 67,802,000 different people. Each person will be exposed to 
for a total of 152,620,000 exposures. Only print media can give you these additional “free showings.” 
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Tax Deductible Homes 


Virgin Islands 


Doodleland Revisited 
(Or, A Doodier’s Doodler) 


We had all but closed up shop on the doodling venture (see 
Sales Management April 17, 1959) when a letter came from 
E. L. Kimball, sales promotion manager of the Georgia-Pacific 
Corp., enclosing a doodle by his associate, W. H. Hunt, vice 
president, specialty and plywood sales—a doodle so beautiful and 
so professional that we had a special analysis made by the 
nation’s doodle expert, Helen King 


Among other things, she says, “The overall effect is one of 
grace, design and futuristic pattern. There is a rhythmic beauty 
to it—yet this comes from the unconscious while Mr. Hunt may 
have been telephoning or sitting in on a conference. The feeling 
for beauty and its expression were buried deep in the man as his 
pencil sketched, whirled and retraced Circuler lines, to the 
doodlologist, indicate one’s friendliness, affections and sentiment 
Mr. Hunt should have the power to express himself readily and 
rapidly. He is receptive to ideas and usually willing to listen to 
others 


Certain tension is released when Mr. Hunt shades his doodles 
and repeats the same lines over and over. Circumstances may 
not permit him to express himself verbally all the time, but he can 
get partial release through this graphic projection. Mr. Hunt is 
indeed a gentieman of distinction and discrimination—an artist, 


a gentieman and a fine sales executive 


We think he rates the highest professional commendation 
a doodler’s doodler 


write: Walter Ph 


Water Isle, St. Thomas, this FREE 
Virgin Islands brochure is 


compiled by advertising/ public relations 
specialists, telle how the experts celebrate 
a company's birthday. Send for this free 
brochure today: it's brimming with tested 
and proven ways to “Tell the World 
about your Company's Anniversary”! 


aR 
‘iat | 


\ 


4 full-color folder of attractive, meder- 
ately priced advertising specialties; but- 
tons, badges, coins, jewelry and other 
promotional items, is alee yours for the 


asking. Write Dept. 2-8 


" 
1M 
{ 
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Green Duck Company 
1520 W Montana St., Chicago 14, Mil 


Specialists in metal design since 1906 
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Give profits a lift with 


THE CALL DIRECTOR telephone! 


Just ok at the wavs 
Call Direct 


operating efficiency and profits... 


u can use the 


tele phone to increase 


can talk with others in your 


store or plant by merely push 


button or dialis 


, 
get a busy signal, a special 


x a numbs I 


‘camp-on’’ feature automatically 


connects you when the line is free. 


¢ You can add another inside person 
to an outside call and have a three- 
way conversation. You save the time 


and bother involved in transferring 


ls back and forth. 


* You can set up a telephone confer- 


ence with as many as six people -al 


BELL TELEPHONE SYSTEM (A) 


Several differ- 


ent conference groups can be ar- 


the touch of a button 
ranged. No need to reserve meeting 
rooms. No lost time in corridors and 
You get down to business 
right at your desk 


elevators. 


last by phone, 


¢ You can have as many as 29 outside, 
extension or intercom lines at your 
hingertips all the time. You get more 
done, because you don’t have to 


leave vour ofhce so often. 
Never before could a business 
phone serve you so effectively! 


Learn how the new Call Director tele 


phone with Bell System intercom can 
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be tailored to your firm’s exact needs 
and improve its proht pie ture. Just call 
your Bell Telephone business office, 
and a Bell representative will bring 


No obligation. 


you the whole story. 


GAR 


QuxF 
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Do Your Salesmen Care about 
Your Total Marketing Effort? 


If not, take a look at your incentive plan. If it’s based 


completely on quota performance, it’s probably out- 
moded. You may need to base it partially on how 
good a total marketing job your salesmen do. 


By JOHN W. BARRY 


Smith, Stanley & Co. 
New York, N. Y. 


With most companies’ sales rising 
strongly — and greater increases pre- 
dicted for 1960 — an important prob- 
lem is: “How do I get my salesmen 
to think in terms of our company s 
total marketing effort?” 

Are you using all the tools avail- 
able to get your salesmen to do a 
total marketing job in their territories? 
Or, are you motivating vour salesmen 
to do only half the job by offering 
them incentives keyed completely to 
sales volume? 

Take a look at the type of incentive 
plan that is based partly on a sales 
quota and partly on the sales man- 
agers evaluation of how well the 
salesman performs his non-order-get- 
Firms using this quota- 
plus-judgment type of incentive unani- 
mously regard it as a valuable sales 


ting duties 


management tool for motivating the 
salesman to do a total marketing job 


& For the most potent tool of all for 
motivating salesmen is still cash com- 
Yet it is too often doled 
out on the assumption that the sales- 
an order-getter, that he 


pensation. 


man is only 
can be relied on to do a total market 
ing job just because he is on the pay- 
roll 

No one would minimize the impor- 
tance of order-getting as the sales- 
man’s main function. However, basing 
the whole incentive on sales volume 
Many 
managements are using incentives that 
clash with their regional sales man- 
agers’ efforts to inspire the salesmen 
to do a rounded marketing job. 

For example, one of the most com- 
mon types of incentives is the bonus 


can lead to serious problems 


94 Sales Management 


February 


for achieving, or exceeding, quota. In 
many industries, quota-making is a 
highly inexact affair, subject to serious 
inequities 

Errors in quota-setting can subject 
salesmen to many undesirable pres 
sures. When a bad guess makes a 
quota seem unattainable, for instance, 
a salesman often doubles his order- 
getting efforts. He neglects those 
activities which build long-term busi 
ness and good customer relations. His 
territory may get “creamed,” custom 
ers loaded with inventory, displays 
not built, technical service neglected, 
and the like — not because the need 
for immediate business was acute, but 
because someone set too high a quota 

The science of incentive compensa 
tion has made many advances in re 
cent years, particularly where the sell 
ing task is considered a long-term 
project of establishing a company as 
a source of supply 

The new plans bear many names 
but they have one feature in common 
They combine an incentive for good 
quota-performance with an incentive 
based on the sales manager's judg 
ment, for how well the salesman car 
ries out his non-order-getting duties 

Here are four examples to illustrate 
the adaptability of the quota-plus 
judgment type of incentive plan: 


1. A chemicals company offers its 
salesmen two bonuses, each 124%% of 
base salary, for a total incentive op- 
portunity of 25%. One 12%% bonus 
is paid for increasing sales over the 
level of previous years. The second 
12%% is an achievement bonus based 
on the salesman’s success in getting a 


5, 1960 


better share of the available business 
from present customers; in opening 
new, worthwhile accounts; in doing 
superior technical service work; and 
for all-around excellence in those non- 
selling duties which build volume and 
profits for the future but which seldom 
show up in current order figures 

Combined, the two bonuses reward 
the salesmen for the exact balance of 
sales performance the company wants. 
The company has used this double- 
barreled incentive plan successfully 
for more than a decade 

2. A leading company in the gro- 
cery products field employs a multi- 
phase incentive plan. Salesmen can 
earn up to 10% of salary extra based 
on: achieving and exceeding sales 
quotas, building displays in appro- 
priate outlets, and using good judg- 
ment in handling the salesman’s end 
of the company’s cooperative adver- 
tising program. 

This type of multi-phase incentive 
plan stimulates a balanced sales per- 


“DIRECT INQUIRIES 
RESU LT: REPRESENTING WORK 
m — TOTALING 


MILLIONS OF DOLLARS” 


THE COLORADO FUEL AND IRON CORPORATION 


ts JOHN A. ROEBLING’s SONS DIVISION 


THE WALL STREET JOURNAI 


“THIS 
ONE 
IS 
THE 
MOST 
USEFUL 

ONE” 


640 SOUTH BROAD STREET, TRENTON 2, NEW JERSEY 


Mr. George Krakora 

Eastern Industrial Advertising Manager 
The Wall Street Journal 

44 Broad Street 

New York, N. Y. 


Dear Mr. Krakora: 


The recent series of Roebling advertisements* featur- 
ing Prestressed Concrete Construction in the Regional 
editions of The Wall Street Journal has been 
tremendously successful. 


From all over the country, we received direct 
inguiries representing work eotat 8 a good pany 
atitiens or aYiark bis large fabricator sa e 
can trace inguiries for over $10,000,000 worth of 
business to this series. 


This campaign led to more business for fabricators 
using Roebling stress-relieved wire, resulting in 
substantial orders for our products and more firmly 
establishing Roebling's position of leadership in 
this field. Our Roebling sales organization has been 
most enthusiastic about this program. Every man, 
without exception, has told us how much this has 
helped him in his sales efforts. 


Because most prestressed concrete fabricators serve a 
limited territory, we were particularly pleased with 
the flexibility provided by the Regional editions of 
The Wall Street Journal. This enabled us to feature 
subjects in the advertisements which we specifically 
related to the areas concerned. 


Naturally, we are delighted with the results of this 
series. You will be happy to know we are planning a 
much larger Wall Street Journal program for next year. 


Sincerely, 


Albert Neroni 
Advertising Manager 


ARE YOU USING “THE MOST USEFUL ONE” MOST? 
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This is a 
Green-eyed 
Brand-switcher 


A bird in the hand 
is still worth 
you-know-what 


... it still costs less to keep a cus- 
tomer so/d than to sell a new one. 

Let us show you how to keep 
your customers sold—how to build 
business that repeats and repeats 
—with your own customer engi- 
neered premium plan. 

Cost ? You decide that. You pay 
for your individually-tailored pre- 
mium service plan after you 
profit from it. Not before. Let us 
tell you more. 

Write, wire or phone collect— 
ATlas 8-9315. Dept. S-2. 


remium 
ervice Co. Inc. 


SUBSIDIARY OF 
THE CURTIS PUBLISHING COMPANY 


195 North St., Teterboro, N.J. 


96 Scles Management 


formance by combining gen factors 
with judgment factors to 
task 


it the selling 


3. Another company, using a judg- 
ment incentive in part, sells its prod- 
ucts to a service industry represented 
in almost every community, nation- 
wide. The customers operate under 
franchise agreements exclusively, be- 


cause successful use of its products 


makes process control necessary and 
adherence to its unusual merchandis 
ing program desirable. The salesmen 
are really service engineers and mer- 
chandising advisers. At the same time 
they constantly seek new, good deal 
ers 

Under this company’s incentive plan 
salesmen can augment their salaries 
up to 40% under a 3-part bonus svs 


stem 16% for quota performance 


ideas for future improvements 


and dealers 


program 


potential 


territory ma keting monager 


Besides Selling, Today’s Salesman Has 
11 Marketing Jobs 


Today, a salesman is recognized as an integral participant in a 
company’s total marketing effort. This concept requires that, besides 
the salesman’s hat, he wear at least 11 others. He should be 


1. Merchant. Particularly in retail lines, he should be able to 
talk and think in terms of percentage moark-ups 
cost of shelf-space, and return on the dealer's investment 


2. Local advertising manager. As the liaison between company 
and customer, he should serve as an exchange medium for promo 
tional ideas. He may have considerable say over the purchase of 
co-op advertising and display space 


3. Adviser on distribution. He should understand retailer and 
wholesaler problems, be alert to new business opportunities, and 
to the chances for extra volume and lower sales costs 


4. Authority on packaging. He should be able to interpret and 
explain to dealers the reasons for packaging changes, and collect 


5. Interpreter and defender of prices. He should understond 
costs and be able to explain his company’s pricing to distributors 


6. Semi-official product adviser. He should know his own 
product and be able to advise on competitors’ products 


7. Sales trainer. He should not only help dealers’ and distribu 
tors’ salesmen become more effective, but should bring the bene 
fits of his firing-line experience to his company’s sales training 


8. Sales forecaster. He should be counted on for reliable soles 
forecasts and budgets for his territory. 


9. Technical service expert. Especially in industrial selling, he 
should know the applications of his product better than his cus 
tomers’ own technicians know them. 


10. Report writer. He should keep the home-office posted on 
territory, product and customer developments 


11. Sales manager. He should manage his own territory: Make 
plans and programs to achieve maximum penetration of his 
territory potential, and then carry out these programs. He should 
allocate his time and effort according to customer and prospect 


Every marketing executive can add to this list according to his 
own situation. The concept of a salesman as a mere order-getter 
is woefully incomplete. If anything, he should be regarded as a 


sales velocity 
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She’s sold! 


...and cellophane’s design versatility 
made the sale more profitable 


Can you name any other packaging 
material that offers you as many ad- 
vantages as cellophane? 

Take its design versatility, for ex- 
ample. Because it’s flexible, cello- 
phane can be used for a broad range 
of package constructions and designs. 
Its smooth, sparkling surface takes 
beautiful multi-color, high-speed 
printing. And you get just the right 
protection you want for your prod- 
uct — because there are over 100 va- 
rieties of Du Pont cellophane “‘tai- 
lored”’ to individual product needs. 


This means you get the package 
that’s right for your product . . 
nomically. The result: cost per sale 
goes down... profit per sale goes up. 


. &co- 


Add the proven sales power of 
Du Pont cellophane’s pure transpar- 
ency, its unbeatable efficiency and 
economy on high-speed machinery 
and you have still more profitable 
reasons for choosing cellophane. 

A Du Pont representative canshow 
you how to prove to yourself that 
cellophane can help “‘buy your mar- 
ket”’ at lowest cost. Call him today. 
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E.I.du Pontde Nemours & Co. (Inc.), 
Film Dept., Wilmington 98, Del. 


U PONT 
cellophane 
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8% for performing special tasks as- 
signed during the year; and another 
16% for getting dealers to participate 
in company-sponsored advertising pro- 
grams, to use sound product-applica- 
tion procedures, and the like. 


4. A fourth company has the prob- 
lem of having little historical or sta- 
tistical data to serve as performance 
standards for an incentive plan. The 
company sells decorative products for 
use in new homes and in remodelling 
old ones. All selling is through spe- 
cialized applicator-contractors. 


This company offers a substantial 
incentive. It is presently based 90% 
on how well the salesman carries out 
his duties in accordance with sales 
policies and methods, and only 10% 
on how his sales compare with the 


rather inexact quotas the company 


has thus far felt justified in setting. 
As it accumulates sales experience and 
refines its standards, the company 
hopes it can steadily increase that 
portion of the incentive based on 
quota performance and reduce, but 
never p secre that portion based on 
judgment. 


‘NEXT TIME 
I'LL HANDLE 
RECRUITMENT.” 


ENGINEERS 
make the buying decisions! 


These Engineering Society 
Publications serve the business and 
professional needs of 195,000 
leading engineers: 


ELECTRICAL ENGINEERING 
JOURNAL OF METALS 

MECHANICAL ENGINEERING 
MECHANICAL CATALOG 

MINING ENGINEERING 

CHEMICAL ENGINEERING PROGRESS 
CIVIL ENGINEERING 
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In spite of the success some com- 
panies have realized with incentive 
plans based partially on judgment, 
other companies voice three common 
criticisms of such plans: 


Criticism—Incentive plans based 
partially on judgment often defer re- 
wards too long after accomplishments 


Explanation—This criticism is large- 
ly valid, for the work of calculating 
bonuses and reaching judgments usu- 
ally makes it impracticable to pay in- 
centives more than once a year 

Don't overlook, however, the fact 
that the motivational value of an an- 
nual incentive can be substantial — if 
the plan is intelligently merchandised 
Present-day salesmen differ from their 
counterparts of 30 years ago. Today's 
salesmen are intensely career- and 
security-minded; their best motiva- 
tional response is of the “long-pull” 
Moreover, a guaranteed sal- 
ary usually covers their ordinary liv- 
ing expenses 


variety 


Criticism 
incentive plan must be designed by an 
expert 


\ quota-and-judgment 


Explanation—Although such a plan 
must be based on the specific require- 
ments of the individual company’s 
sales job, the principles employed are 
extremely flexible. The ratio between 
quota and judgment factors can be 
varied to meet anv need, as can the 
ratio between various judgment fac- 
tors 

As a rule, companies with sales jobs 
of the long-term variety tend to pay 
nearly as much incentive in judgment 
awards as for quota performance 
Other companies generally prefer a 
relatively larger incentive for quota 
and smaller for judgment 


Criticism—]udgment incentives may 
cause inequities among salesmen in 
different territories 


Explanation—Possibly, but by using 
tested procedure, a company can cal- 
culate judgment incentives quickly, 
minimizing subjectivity and largely 
eliminating the possibility of inequi- 
ties among salesmen 

Judgment-making procedures ordi- 
narily follow the same mental proc- 
esses that sales managers use to evalu- 
ate salesmen, but tend to be more per- 
formance-oriented and less personal- 
ity-oriented. The regional sales man- 
ager who develops real skill and judg- 
ment in making evaluations that his 
management accepts with minimum 
revision makes himself a more valu- 
able sales executive to the company. 


Make room for a 4th, old shoe 


Wynken, Blynken and Nod, so the lullaby goes, sailed 


off in a wooden shoe. Three’s all right in an old shoe, 
but in the building industry, you need to reach and 
sell four men — the Architect W ynken, Engineer Blyn- 
ken, Contractor Nod, and Client “/Jnken”—(a most 
suitable moniker because he signs all the bills). 


All buildings start with the client. Since he, in essence, 
is “buying” a building which his company or organi- 
zation needs, he is directly involved in its financing, 
design, construction—or expansion and modernization. 


As the building market continues to grow, so, too, will 
the number of building clients grow. And Architectural 
FORUM is the only magazine that has clients. In fact, 
FORUM is the only magazine whose growth keeps pace 
with the building industry itself. 


With the biggest circulation in the field — 60,000 — 


*Source: The new FORUM Census, ‘Portrait of the Building Client."’ 
Write for a copy. Architectural FORUM, 9 Rockefeller Plaza, New York 
20, New York 


FORUM alone is edited for and read by the kind of 
building customers you must reach and influence. Just 
how important are they in building decisions? Here’s 
one indication: 


Of FORUM’s 21,000 client subscribers — 

89% are concerned with building matters within 
their companies. 36% planning new buildings 
will spend $1 million or more in the next two 
years.* 


Smooth sailing 
in FORUM 


because: 


FORUM 


delivers the entire 
specifying and buying 
power of the 

building market. 
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IF YOU NOW 
(or ever will) BUY 
SALES PRESENTATION 
BINDERS 


SALES BINDER 
REFERENCE BOOK 


invaluable 


/VPD SALES BINDER | 
| REFERENCE BOOK | 


4 
l 
l 
. we'll give you this l 
l 
| 


TS Ta 


Describes, illustrates and gives prices of i, 
45 different styles (in many sizes and colors) 


of ready-made VPD SALES BINDERS 


| HELPS YOU TO: 


CUT BINDER COSTS l 
DRASTICALLY — ready- 
made VPD BINDERS are | 
for less expensive than 
custom-made jobs | 
DEVELOP PRESENTA- 
TIONS FASTER, MORE | 
EASILY — you can select 
a style and size (7 x 5 | 
Up to 24 x 18) from over 
400 different “in stock | 
VPD binders immediate- 
ly ond tailor presento- | 
wfion material to it. 
ELIMINATE worK, | 
HEADACHES — no 
nuisance of | 
out’ co binder, no time 

wasted explaining spec | 
ifications, approving 

samples. Just look thru | 
VPD REFERENCE BOOK 

and select. | 


MEET DEADLINES 
EASILY — all VPD BIND- 
ERS are ready for im- 
mediate delivery from 
Peed srationer. 


working 


WRITE NOW FOR YOUR 
FREE COPY OF THE 10 
VPD BINDER REFERENCE BOOK 
to: JOSHUA MEIER COMPANY, nc. | 


601 West 26th Street, New York 1, N. Y. 


manufacturers of sales binders since 1933 
SS TT 
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jy—- PROMOTION IDEA FILE 


By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Do-it-Yourself Sales Trainers 


What's the costliest boner being 
made by salesmen today? “Not sell- 
ing from the customer's viewpoint.” 
That's the majority opinion of more 
than 800 sales chiefs recently inter- 
viewed by Ted Pollock, author of a 
series of six helpful general sales 
training booklets. The books, which 
can be distributed directly to sales- 
make it easy for them to analyze 
and correct glaring defic encies in ap- 
proach 

A self-centered, 
tomer-centered, 


men, 


rather than cus 
approach in the sell 
ing process 1s the most-committed 
sin in selling today, sav the 
Their 
the wrong tree 


what 


experts 
consensus: “Salesmen bark up 
Thev talk products 
instead of these 
do for the They 
features, instead of 


fits Thev 


salesman, 


produc ts will 
buver sell product 
customer bene 
plug what interests the 
instead of what interests 
the customer. Thev leave unanswered 
the one motivating que stion im ever 
mind: “What's in it for . 


The SIX 


buver's 
self-training pocket 
als, each apes ge to help the 
man learn and adopt the metho 
have 


i by pre 


the best brains in selling,” 
prepared by I lock 
of his continuing survey and are 
ivailable The first, “What's 
for Me?” shows how star 
sell benefits, rather than fea 
order to turn sales call rite ale 
Others include “14 Wavs to Handlk 
the Prospect Who Savs, ‘Ill Think 
It Over, ” “Secrets of Persuasion,” 
“How to Prove the Price Is Second 
rv,” “The Hidden Plusses in Your 
Product,” and “How to Get New 
Business from Your Old Account 

The booklets are available at 50x 
each and in quantity m the 
Pamphlet Press Sales 
[raining Division), P. O. Box 732 
Brooklyn 1, N. ¥ 


prices tT 


publishe rs 


Sales Letters Plasticised 

Looking tor something to give a 
look” to vou letters? 
Crystaletters” are individually de- 
direct mail sales letters printed 


“new sales 
signed 
clear, trans 
parent flexible plastic sheets. Because 
of the 
they 
paper tr 


in up to six colors on 


special properties of plastic 
permit effects impossible with 


ansparent areas combined 


with opacity, write-on, wipe-off sur 
face, etc For an 


kit of Cry 


idea-stimulating 


staletters, write to Reynold 
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H. Goodman, Sales Promotion Man- 
ager, Goodren Products Corp., 101 
West Forest Ave., Englewood, N. J 


Grocery Bags Succeed 
As Ad Medium 

Some time ago we reported in this 
column about the use of grocery bags 
for the printed messages of adver 
tisers. Now Henry, Jr., presi 
dent of Salesbag Promotions, Inc., re 
ports a number of sales success stories 
from his experience in distributing 70 
million salesbags in super markets and 
drug chains : 

A nationally distributed frozen des 
sert topping increased its sales 25% 
when it used a “5Sc-off” coupon printed 
on salesbags in several chains. A lead 
ing suntan 


lotion increased its busi 


ness 30% in several drug chains with 
bag idvertising 

Cost to the advertiser for 
citing medium runs less than “é per 
bag Bags are 10 chain 


this ex 


available in 
organizations 


] 


Copy has featured coupons, pre 


miums, coloring contests and cutouts 
rate card 
Sale shag Pr 


N. ¥ 


For samples and 
Mi Henry it 
Irv Ardsle 


write to 


motion 


Display Shipper Sparks Muffin Sales 

I nglish muffins sell well in the 
East, but the Midwest has neve 
fraction of their potential 
Retailers have 
wt in dairs 
it good 
Stock 
have been heavy 

Under the leadership of Sales Man 
ier Frank P. Mueller, Casev English 
Muffins is replacing the old-fashioned 
overwrapped U-board with a colorful 
locking type of tray with all-around 
better stacking fa 
less crushability. Overwrapped 
with polymer coated cellophane the 


realized a 
been burving the 
instead 
baker 


rotation has been poor 


cases 
exposure on shelve s 


returns 


printing surface, 


cilits 


adds an extra two weeks 
For proper stock rota- 
coded on the 
with one to five lines 


new wrappe! 
to shelf life 
tion, trays are 
bottom, 
to indicate week of manufacture 

With the help of Stone Container 
Co., an eye-catching shipping case 


color 


each 


was designed to be set up instantly 
and floors. A 
front panel, with the inner side die 
cut half-way through and the 
side red-ink-scored, facilitates 
ing and setup by the retailer 

A display card that is a part of 


as a display on she lves 


outer 


open 


‘Business _ 
advertising 
to business 


Business ADVERTISING can be as powerful a 
selling force as is the consumer advertising 
of, say, a department store, whose very exist- 


ence depends upon it. 


Some ¢ ompanies use advertising as an adorn. 
ment. Some use it to reward themselves for 
achievement. And we once met a man who 
turned us down because he “wasn't well- 


ili 
known enough to advertise”! 


But many companies use informative adver- 
tising*, to help carry an important share of 


the sales and service loads. 


We have had considerable experience produc- 
ing resultful business advertising. Asked how 
we do it, our over-simplified answer goes 


somewhat as follows: 


. We always take into account the fact that 
business men read business literature for 


information, not for fun. 


2. We base copy on a first-hand, up-to-the- 
minute knowledge of what the buyers’ 
viewpoints are; what they already know, 
or think they know, about vour product ; 
and what they need to know. (Lots of ad- 


vertising is crammed full of facts about a 


product, but are they facts the reader needs 
in order to fit the product benefits to his 


problems? ) 


. We make advertising an important and 
component part of the sales and service 


operations ; decidedly not a separate thing! 


Now, these fundamentals are not revolution- 
ary. But to put them into profitable practice 
does call for a bit of specialized experience 
and a certain amount of skill. Our staff is 
comprised of experienced marketing men who 
believe in John E. Kennedy’s ageless axiom, 
“I would rather spend one dollar to make one 
sale, than one dollar to half-make two sales.” 
They know how to write terse but informative 
copy that avoids the greatest waste in adver- 
ting ... the half-told sales story ! 


This organization specializes in business 
advertising which, as you know, differs con- 
siderably in approach and technique from the 
advertising of products like lipsticks or cigar- 
ettes. We are fully equipped to prepare, 
produce and place “business advertising to 
business men” in all its forms, such as busi- 
ness magazine advertising, direct mail, data 
sheets, instruction manuals, sales presenta- 


tions, booklets and catalogs. 


*Informative Advertising: Advertising which helps sell by telling your prospects the 


things they need to know in order to understand the values of your product to them. 


The Schuyler Hopper Company 


“Advertising thot sells by helping people buy” 


12 EAST 41st STREET, NEW YORK 17, N.Y. + LEXINGTON 2-3135 
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COMPACT UNIT FOR 
SOUND AND SIGHT the container pops up automatically Selling with Science—Dramatized 

when the case is opened. 
With this shipper, Mueller is able 
push for team-ups of his muffins 


Jonathan Karas, a former professor 
of physics at the University of New 
d : é Hampshire, is creating a new career 
with related items like butter and oy himself planning scientific demon- 
jelly. strations for sales presentations, films 

In Houston a major = market and TV commercials. In a TV com- 
sold out a 100-case display in one mercial produced to demonstrate the 
week, despite introduction of the snug construction of a Ford car, he 
product during the year's hottest entered a wind tunnel with the car, 
month. Small-space newspaper ads grasped a trapeze bar while an 80- 
supported the P-O-P effort. mile-an-hour wind blew him almost 

In addition, Mueller devised a novel parallel to the ground. Needless to 
2-fold postcard mailing to prospects say. the car was unmoved 
in a wide grographicel area. The As long as a product has an ad 
mailing, which contained a_ chart vantage, Mr. Karas maintains he can 
showing Casey English Muffins’ ad- deemetinn ¥ 


COMMUNICATOR aa et a oapny shipper, If you are interested in scientifi- 
told a bit about the company, and cally sound table-top experiments, full- 
THE DESK TOP SALES THEATRE — a — to — for ‘ scale demonstrations, product testing 
: édn sample package and price list, to ask . ‘ mnecialized e e 
Demonstrates your products, displays your serv- for whew Leal eaiiets labeling a ee, ae anes 
ices visually—AND narrates your story dra- k Te I posndbaneneer a ing writing, scientific advertising de 
matically Assures interest, leaves a lasting and to ask to have a representative vices and displays, communicate with 
impression, turns prospects into customers call Mr. M. Van de Ryn, Jonathan Karas 
Makes everyone a perfect salesman Within a few months, Casey's dis- al Associates. Desham. N. 
bases tribution has been expanded from 500 e 
Excellent for desk top or small group viewing 1.500 le \ aie i 
-without room darkening. Sets up in seconds to 1,000 miles, and sales are up Sales Promotion idea File is a review 
Assures high fidelity sound and picture bril- significantly. of sales-producing tools and ideas 
liance. Simple to operate. Ideal for business, If you would like to see samples 


industry, education of the designed to stimulate the thinking of 


materials that did the job, 
The portable C.0.C. COMMUNICATOR combines write to Frank P. Mueller, Sales sige 
rear view film strip projector, built-in screen Manager, Casey English Muffin Co., tributions to Larry Schwartz, c/o Sales 
and 4-speed phonograph in a small, attractive 4140 West Fullerton Ave... Chi- Management, 630 Third Ave., New 
attache case. A versatile quality-engineered unit 

cago. Ill York 17,N. Y 
at most reasonable cost — al 


salesminded executives. Address con- 


e Handles up to 12” records (20 min. play at 33% 
rpm without turning records) « High gain amplifier 
for perfect quality & sound volume “ Large 8” x 6° 
patented Lenscreen for wide angle viewing e Pre 
cision optics e One knob framing with click stops ee. a 
Storage space for records, film strips, etc. « AC, 
110/120v « Overall 19” x 13” x 5%)” e Abt. 15 Ibs 


“iy use ONLY $9850 “Stop Gambling, , 
. for these whe do not require sound ¥ 
C.0.C. “EXAMINER” ONLY $59.50 with 


FILM STRIP PROJECTOR with built-in screen in handy 


luggage-type case—for effective visual presentations ‘s. Gompa ny Money!\ 
he 


for economical oaone™ 
-—. ——_ 
slide demonstrations: —K ee 


et's face it: a guess is a gamble! 

COL t hs in eliminate needless guessing 
ze 4 from your premium and contest 
EXECUTIVE , 7 j promotion increase results 


J reduce vour anxieties— to a be rable 

PROFESSIONAL minimum — by consulting us before 

PRESENTATIONS, As you put vour money down 

— MADE EASY We cant —— you'll her -_ 
\ pot mit we can mar the decr 

WITH THIS PROVEN | ene 


rr you not send us the 


SALES AID. coupon below — now? 


35mm slides may be worked into an effective Mailir 
action-stimulating sales message. Projector, au- pe eVAlL POTTS rt 
tomatic slide changer and screen in a small 
compact unit. Sets up in 3 seconds for group 
viewing in fully lighted room. Simple to handle 
easy to carry 


2402 University Ave, St. Paul 4, Minn 


1 

i 

« Precision optics « Patented 8” x 8” Lenscreen for j 

wide angle viewing « Holds up to 3 magazines (36 | 
slides ea.) for indiv. or sequence showing « Rugged 

aluminum unit « AC-DC, 100-125v. Only 6 Ibs | 

$69.50 | 

| 

i 

I 


Lsed by leading corporations & institutions! 


WRITE NOW for illustrated literature & name of 
dealer nearest you! 


‘O- 37-19 23rd Avenue, 


tate 


INDUSTRIAL Long Island City 5, N.Y i : <= 


a ee ree ee ee ee ce ca a ca co 
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IN 


CHARLOTTE? 


to 


Now you can have specific answers, thanks 


TOP TEN BRANDS” 


This study, commissioned by The Charlotte Observer 
The Charlotte News, tells you how your label stacks 
up against others in its field, draws definitive profiles 
of your customers and your competitors’ in terms 


of income, age, size of household 


IDEAL TESTING GROUND 
And Top Ten Brands’ new continuous interviewing 
technique makes Charlotte an ideal testing ground 


*Consumer inventory by Dan E. Clark I & Associate nducted on 


THE CHARLOTTE OBSERVER 


For, by producing periodic “Stop Run” data, Top Ten 
Brands allows advertisers in The Charlotte Observer- 
The Charlotte News to gauge their impact on the 
market before, during and after a campaign 

To find out what Top Ten Brands can do for you 
call The Charlotte Observer-The Charlotte News or 


your Katz Agency salesman 


ONE WILL GET YOU SEVEN 


It's another service — beyond circulation — of the 
newspaper buy with the biggest circulation in the 
Carolinas: a single media purchase reaching a market 
seven times the size of Metropolitan Charlotte itself 


nuing basis in Charlotte and ten other major newspaper markets 


Represented by 


Charlotte, N.C. * Daily Circulation over 222,000 The Katz Agency, inc 


Newspaper Division 
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THE CHARLOTTE NEWS 


How to Sell Your Ad Budget to the Board of Directors (continued from page 37) 


Corporate Ad Managers Learn 


How to Become ‘Businessmen’ 


At an Association of National Ad- 
vertisers' meeting several years ago, a 
consumer-product advertising man 

revealed his company’s proce- 
determining the advertising 
ropri ition: 

“First I go upstairs to the controller 

1 ask how much they can afford 

give us. He savs $1.5 million 

the boss comes to me and asks 
ch we should spend And I 

‘Oh, about $1.5 million.’” 

“This straightforward procedure,” 
ite Daniel Seligman in Fortune, 
It minimizes 


ntracompany tugging over! 


has several merits 
advertis- 
ing funds. . It cuts down con- 
lerably 


si 


on the need for expensive 
market research. And on such a basis, 
how can one know that $1.5 million 
is not the right figure?” 

But as the ANA shows in scores of 
case studies in its 7-volume “Practical 
Guides and Modern Practices for Bet- 
ter Advertising Management,” this 
rather 


lvertising managers and ad 


S approach Is now 


must be “businessmen.” 

vs Robert 

and sales promotion director of Ham- 

ilton Watch: “It’s almost like sud 
denly become legitimate.” 


Gunder, advertising 


Here are some cases of legitimatiz- 
ing and proving — the advertising 
budget and program: 

W. B. Potter, v-p and advertising 
director of Eastman Kodak, empha- 
sizes both short- and long-term budget 
development. “In budget-presentation 
the advertising executive should: (1) 
analyze and appraise the budget-ap- 
proval authority and the climate in 
vhich it works; (2) make the presen- 
tation in their language; (3) keep 
management informed 
on the climate in which our adver- 
tising has to live; (4) tell them the 
job to be done for each product or 
line—and the price ticket for each; 
and (5) in actual presentation, tell 
them the things we plan to discon- 
tinue next vear. 

“Next, we compute the relative cost 
of doing the remainder of the job. . . . 
We tell how we plan to get addi- 
tional business on established prod- 


continuously 
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ucts . . Then we introduce new 


projects, either in connection with 
new products, or new promotional 
Then we recapitulate 


in terms of overall percentage cost to 


ideas 


sales * 

In one survey the ANA found that 
60% of top managers think that their 
companies are spending “too much 
for advertising.” 

On the other hand, it quotes Frank 
W. Mansfield of Sylvania Electric 
“Far too many admen take a passive 
and defensive attitude on advertising 

Advertise without limit—so long 
as you can get a marginal balance of 
profit s 


& The businessmen’s approac h also is 
the “marketing concept” approach 
the ANA emphasizes: “Make the dol 
lars work from the market back rathe: 
than from the desk out.” 

Though the ad budget and pro- 
gram reach final approval on a single 
dav, the ANA emphasizes that they 
should be “built brick by _ brick 
throughout the year. The pieces 
are accepted as they are developed.” 
For a plan thus “developed and inte- 
grated into the needs of the company, 
the final budget approval is largely a 
formality.” 

At Standard Oil (Indiana) “Adver 
tising management takes ‘top man 
agement point of view’ "—and seeks to 
analyze and act in accordance with 
“sound business judgment.” Every 
item of expenditure is “challenged” 
before reaching higher authority 

One vear, when the president was 
letting all departments know the com 
pany would stand for only “very mod 
erate increases,” the advertising pres 
entation showed competitors’ stepped 
up efforts as “eating into Standard’s 
share of market”; it showed the mar 
ket’s growth in population and num 
ber of motorists, and increased costs 
due to circulation and rate increases 
“How much more would it cost the 
company to stand still in advertising?” 

The president okayed the plan and 
budget, and “asked that the full-blown 
presentation be given to the board 
where it was unanimously approved.” 
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While marketing and advertising 
managers have their share of frailties, 
so do top managers—notably in mar- 
keting. A. C. Nielsen, Jr., told the 
ANA: “We found, in an extensive 
study, that executive 
marketing are right, or substantially 
right, only 58% of the time.” 

Campbell Soup, General Foods and 
others blend advertising into “master 
marketing plans — based on all possi- 
ble facts and trends, and applied with 
vigor and imagination.” 


decisions on 


There is some disagreement as to 
the wavs and extent to which adver 
tising agencies can contribute to such 
A Campbell executive would 
harness more fully agencies’ “collec 
tion of marketing brains 
and creative.” But others sav that 
this is “primarily the responsibility of 
the advertiser; the marketing objec 


plans 


analytical 


tive comes from the Sales Depart 
ment.” 

he presentation should be adapted 
to fit the experience or background 
of the “approving authority.” If he 
has grown up in sales, he will be con 
cerned with the “completeness of the 
marketing ideas, how thoroughly each 
concept is exploited, the ingenuity of 
the planning.” A product technologist 
wants “proof.” A financial man seeks 
to know “percentage of expected in- 
come, comparison with competitive 
methods, economic efficiency of the 
marketing dollars.” 

The marketing plan should be put 
into book form, with pertinent charts 
The boc »k 
tives think 
in advance of the formal presentation 


however, many ad execu- 
should not be submitted 


One compromise is to submit a facts 
section in advance, but save the ob- 
jectives and the plan itself for the 
personal presentation. Another is not 
to give out copies until afterward 
On the presentation itself 
“Tell it slowly (marketing is a com- 
plex subject) and make every point 
Don’t claim your research 
data are more authentic than thev 
are... . Keep selling the whole mar 
keting concept.” And, as in every 
sale, “Make it easy to approve — and 
ask for prompt approval,” to enable 
the Marketing Department to put the 
plan into action by a specific date 
In other words: “Buy now!” 
With cost-of-sales ratios mounting, 
a key word in today’s advertising plan- 
ning is control. A new professional 
specialist is the advertising adminis- 


clear 


The Farmer-Stockman provides greatest 
most effective coverage in 


Texhoma-Land 


*RURAL TEXAS AND OKLAHOMA 


with effective RURAL 
BUYING INCOME of 


4 


vexas 


The F armer-Stockman | 


. . - GREATER than all 7 cities 
of over 200,000 population in 


* 
Texas and Oklahoma combined! 
Houston, Texas $1,786,262,000 For years— 
Dallas, Texas 1,339,518,000 ee eee vom Vemenpes 
San Antonio, Texas 783,189,000 
Ft. Worth, Texas 742,657,000 
Oklahoma City, Oklahoma 553,709,000 
Tulsa, Oklahoma 503,386,000 The Fa 
El Paso, Texas 423,908,000 ¢ Farmer-Stockman 
$6,132,629,000 
The Farmer-Stockman reaches more Rural Customers 
in Texhoma-Land®* than any other farm publication! 
Want most effective, lowest-cost coverage? You get it in the 
Farmer-Stockman, with separate editing for Texas—and sepa- 
rate editing for Oklahoma. And what’s more, The Farmer- 
Stockman has 49-years leadership in building this depth of 
readership, reader confidence and vigorous advertising re- 
sponse. Want more? You get it in local advertising flexibility 
and effective merchandising services. We know you're looking 
for the greatest, most productive impact possible for your ad- 
vertising! And that’s what The Farmer-Stockman is geared 
to give you in the BIGGEST Farm Market Area in the U. S.: 
FOR SPACE RESERVATIONS—or additional data, write, 
wire or phone your nearest Farmer-Stockman office now! 
436,476 Total Paid Subscribers 
*Rural Texos and Oklahoma **Sales Management, May 10, 1959 


The Farmer-Stoe 


OKLAHOMA CITY @ DALLAS 


Director of Advertising, J. H. Hunter 


ou a 


a 


SALES OFFICES “a 
CHICAGO 11, SUperier 7.4145 NEW YORK 17. MUrray Hill 4.3340 OKLAHOMA CITY 1, CEntrol 2.3311 DALLAS 5, LAkeside 1.3121 STATE one LOCAL 


400 N Michigon Avenve 420 Lexington Avénve 500 N. Breodwey 4321 N. Centro! Expresswoy FARM PAPERS 


lee Meintine, Mgr Joe Povleen, Mor Bill Pullen, Mar Ales McCommos, Jr, Mor 
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... you 
must have 
a 
Catalog 


To Provide... 


needed data from which your 
customers can buy your 


products or services 


To Reach... 


the widely scattered, mobile 
market that makes personal 
selling difficult 


To Cover... 


all men of buying authority 
when they are ready to pur- 
chase whether your sales- 


man is at hand or not 


All three of these functions 
are handled most effectively 
through use of the Pipe Lin: 
CATALOG preferred by 
91% of the industry's buy- 
ing power. 
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trator. ANA contributors say a lot 
about the “application of sound pur- 
chasing practice to advertising” — in 
areas ranging from point-of-purchase 
materials to TV staging and produc- 
tion costs. (General Electric devel- 
oped a program for buying an average 
of ten displays a year for each of 
eight major appliance lines.) 

Control involves more thorough 
testing of products, media and copy, 
more research into materials costs. It 
also involves the careful allocating of 
costs by marketing areas; proof of 
performance from print and broad- 
cast media; and with some major 
advertisers, such as General Foods, 
“accounting controls over agency 
billings” — specifically, “non-media 
charges.” 

Top management wants to know 
the reasons for overspending. 

While Quaker Oats plans adver- 
tising for the full crop year, a vice 
president emphasizes, “Budgets that 
represent overspending from the stand- 
ard basis will probably be approved 
only on a first-six-months basis.” 

Esso Standard Oil reports monthly 
to advertising management and cor- 
porate accounting, and quarterly to 


nL Phy a 
he Be be RE | cD pe bad he « aaa 


marketing management, on budget 
expenditures and unpaid commit- 
ments. Among other controls, Esso 
makes an annual analysis of adver- 
tising expenses by territory for mar- 
keting management and others. 

Minnesota Mining and Falstaff 
Brewing are two of many companies 
whose advertising departments tell 
higher management frequently how 
the “business” of advertising is doing 

Without sacrificing flexibility, early 
planning can help to keep the pro 
gram in control. 

Falstaff Brewing starts work on 
next year’s program (calendar year 
basis) in July and submits the budget 
to top management by September 15 

In December, Green Giant Co. puts 
first plans in the works for a sales 
year starting July 1. In January a 
per case budget is set on the ex- 
pected vegetable pack. By March, 
plans are turned into a budget. In 
June, when advertising plans are 
“finalized,” a new budget is issued 

But, an executive says, in October 
the total budget is revised to fit the 
actual pack, and “Every two or three 
months, a new budget is issued to fit 
changes in advertising plans.” @ 


VE a |. 


‘World's Largest Advertiser’ 
Sells Owners on Advertising 


The business-building job of adver- 
tising is being sold increasingly, not 
only to, but by, top managements 

These managements are telling 
stockholders, employees and other 
groups how the company’s advertis 
ing contributes to their welfare 

“Advertising” was the theme of 
similar talks made simultaneously in 
London and Rotterdam on April 24 
1958, by the chairmen of Unilever 
Ltd., and its affiliate, Unilever N. \ 

Lord Geoffrey Heyworth and F. ] 
Tempel — at annual meetings 

Together these companies probably 
are the world’s largest advertiser 

Stockholders learned that in 1957 
“Unilever spent, on advertising, £83 
million [about $232.4 million],” an 
amount “almost equal to the trading 
profit” in that period 

In fact, “Despite a greater turnover 
Unilever was compelled to increase 
advertising expenses, with a conse 
quent reduction in net profits.” 

But seeking to reach “1.8 billion 
people — the whole population of the 
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free world, Unilever spends a lot of 
money to create goods we believe the 
consumer wants. It would be foolish 
indeed not to tell them what we have 
to sell and try to persuade them to 
buy.” 

Unilever calls advertising “essen 
tial to a free economy” and “freedom 
of choice.” It “raises living standards” 
and “contributes to economic stabil- 
itv.” It is a “cost that saves” - speed- 
ing sales turnover and _ stimulating 
large-scale production 

The consumer saves, too. Despite 
a sixfold rise in cost of materials in 
290 vears, pric cs of suc h heavily ad- 
vertised Unilever products as Persil 
soap powder in the United Kingdom 
and Blue Band margarine in Holland, 
have been “kept below the general 
rise in consumer prices 

Always, advertisers “need the cour- 
age to risk making mistakes.” They 
must trv new approac hes and differ- 
ent media. In the U.S. and Canada, 
for example, Unilever has found that, 
though “television costs a lot, it is 


worth the money. So in inducing 
people to sample the product are 
coupons, bargain packs and _ similar 


offers 

“The first Lord Leverhulme used to 
say that half of his advertising was 
wasted, but he never knew which 


half.” Today, with the help of better 
products and better proving, “We : Gulf 


hope we are on the way to bettering ay / PREFER Publishing's 
that score.” 2 ff 


New and improved products create y ; f * 
new reasons to buy. Lord Heyworth ‘ <r \ 
said that, in the United Kingdom in 4) ‘ H Pipe Line 
five vears, “There have been four H; 


hanges in Lux toilet soap, six in Per 


Lever Brothers Co... New York, => ll | Catalog 


wints out that Almost 50% of our 
sales in 1958 [$382.6 million] 
esented products we did not have 
the market in 1953 
And in th period, William H 
Burkhart, board chairman, told an 
ANA meeting last spring, Lever 


Brothers “just about doubled our ad 


' 
i 
t 


vertising investment now ap 
proa hing $100 million.” A strong 91.4% of industry 

Burkhart’s talk then was a prelude men responding to catalog 
to the “ANA’s Corporate Management } usage surveys indicate they 
Approach to the Advertising Invest bes prefer to have catalog data 
ment, now being launched furnished to them in the Pipt 


He believes that inagement more I INE Cat ALOG 
] 


frequently understands advertising ‘ 
men than advertising men understand More than 5,500 key men in 
management: “Too many advertising Pipe Line and Pipe Line Con- 
I nt ully further man tracting Companies will re- 
ceive the 1960-61 Pipe LINt 
CATALOG The names and 
addresses of these men of 
established buying power have 
been supplied by the com- 
panies themselves, assuring the 
cataloger of unduplicated, 
waste-free distribution 


Almost $2 billion will be spent by the pipe line 
industry during the life of the 1960-61 Pipe LINE CATALOG 
Make sure your product data are on hand when the buying 
decisions are made 
There’s still time — closing date for the 1960-61 edition is April 1. 
Call your local Gulf office or write for complete Fact Book. 


Greater Petroleum Coverage Through Market Specialization 


PIPE LINE CATALOG 


Lord Geoffrey Heyworth Published by PIPE LINE INDUSTRY 


Unilever spends a lot of money 


to create goods .. . It would be 
foolish indeed not to tell them GULF PUBLISHING COMPANY 
[people in the free world] what we World's Largest Specialized Publisher to the Oil industries 


have to sell and try to persuade HOUSTON, NEW YORK, CHICAGO, CLEVELAND 
them to buy.” po TULSA, DALLAS AND LOS ANGELES 
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to do so is Henrv Schachte, executive 
v-p of Lever Brothers 

Lever is in the “business of build 
franchises,” Burkhart 
emphasized. This force, strengthened 
bv “« mntinuous advertising,” 


ing consume! 


requires 
“only a gentle nudge to get the con- 
sumer to buy This creates a prod 
uct reputatior that has a kind of 
permanence. This is what we reall) 
buy when we invest in advertising.” 

As “successful advertising has be- 
come increasingly vital to corporate 
success, management has become in- 
creasingly interested in every aspect 
Man- 
“concept of the ideal 
advertising man is [that of] a busi- 
nessman whose specialty happens to 


be idvertising 


of the advertising operation.” 


agements new 


Lever’s Henry 
hte (then ANA chairman) noted 
in 1957 ANA found “Many ad 

vertising managers were not ready for 

top level contact thev knew 


deal about advertising, and verv little 


that meeting 


y 
a good 


about man iging ; 

From this emerged the association's 
“Guidebook 
Series’ on “Better Advertising Man- 
agement.” Of equal importance is the 

rate Management Ap- 


$200,000 seven-volume 


“Many Schachte 
said, “have never been given a basic 
assessment of what advertising can 
do, how it works, and in what kind of 
corporate climate and organizational 
arrangement it functions best.” 

With an “inside board,” not only 


managements, 


top management but also the heads 
of other functions at Lever Brothers 


“know” advertising. Though both 
Chairman Neil H. McElroy and 
President Howard J. Morgens of big 
rival Procter & Gamble were admen, 
P&G's board has a majority of out- 
siders. “Now and then,” SM is told, 
“the Advertising Department explains 
to the whole board how it gets the 
job done ")® 


as a | 


ANA Launches ‘Top Management 


Approach to Ad Investment’ 


At the November 1959 meeting at 
Hot Springs, Va., the long-a-borning 
“Project X” of Association of National 
Advertisers formally became “ANA’s 
Corporate Management Approach to 
the Advertising Investment.” 

The association's new chairman 
Donald S. Frost, v-p for advertising of 
Bristol-Myers Co., New York, had 
spurred it with such questions as 
“How do we know 


whether our advertising is pay 
ing off? 
whether we're spending too 
little or too much? 


. whether money put into one 
medium is a better investment than in 
another? 

“If advertising is an investment in 
the future, how can we tell (without 
waiting ten years) whether we are 


MEM QO i TO: Exhibit Department 
® FROM: Marketing Manager 


Just learned that there's a new list of all trade and industrial shows. It covers 


every industry and gives dates long in advance. 


This is just what we need to plan show participation on a long-range basis. 
It's about time we had a complete index to everything that may concern us exhibit- 
wise. The listing is called "Exhibits Schedule" and is turned out by Sales 


Meetings in cooperation with Exhibit Producers and Designers Assn. 


Costs $25 a year and is broken down into three sections: one by dates, another by 


cities, and main section by industries. 


It should be invaluable when we plan our exhibit schedule. Suggest you order a 


copy right away from EXHIBITS SCHEDULE, 1212 Chestnut Street, Philadelphia 7, Pa. 


108 Sales Management February 5, 1960 


ANNOUNCING 
NEW Gi 
ee EXHIBIT AREA 

AT ThE 
SHERATON HOTEL 


PHILADELPHIA 


OFFICES 


2.Plenty of spot- 


lights, individual Over 18,000 square feet of exhibit area. . room for 


booth lights, mike 135 exhibit booths. These new facilities are in addi- 
anid phone jacks ie 


tion to the hotel’s present fine accommodations that 
include the Grand Ballroom and the Hall of Flags. 


PENN CENTER 
ROOM 


4.7,000 square feet, seats v4 

850. Soundproof folding i" 

walls. G.or you can convert 
this area to accommo- 
date 47 booths. 


3.Ground level loading area 
(no elevator needed). 


6. For more details, con- 
tact Mr. Allan Schnell, 

Sales Manager, Sheraton 
— Hotel, Philadelphia or Mr. 
Paul Mangan, Sheraton 
National Convention 
Manager, Sheraton-Park 
Hotel, Washington, D. C. 


N HOTEL, Philadelphia 
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getting a reasonable return on it?” Bolin introduced Russell H. Colley, 
Marketing and advertising people, management consultant, who is inter- 
Frost continued, not only must get viewing for ANA members of top 
more evidence to support the answers, management, and “division, marketing 
but must learn how to communicate and financial management” of corpo- 
the answers. Thev must learn to sell rations of various sizes in many in- 
top management on “advertising ac dustries 
tions which thev consider sound and Bolin said: “They want to talk 
profitable,” and should try to “educate about advertising.” 
other company executives on the true Colley added that the project has 
purposes of, and effective wavs to us¢ received wholehearted participation 
idvertising of some of the most astute business 
Chairman of the committee for the leaders.” 
AN A \ ice chairman IS Interviews then held, or x heduled, 
idvertising director were with executives of such com 
tric, Pittsburgh panies as Armstrong Cork, Bristol 


See > 
- . i 
p | : r ‘ eadet ttt Donald S. Frost 


“If advertising is an investment 


Ranks 6th ~ * ; ~ " on in the future, how can we tell 
—— . " ~e 


whether we are getting a reason 


* a ry 
in the U. S. ‘ : . ‘ ‘ able return on it?” 
Shee oh “_? > 
In General “ A. 2 hy 7 FX Myve rs DuPont ] ord (. neral Motors 
es ss “ Hamilton Watch Koppers Lever 
Merchandise was New Holland Machine, Olin Mathie 


= 4 a3 23 33 : Fs : son, Pittsburgh Plate Glass, Schaefer 


Sales Per a a — . — Brewing Standard Oil (Ind Swit 
i : 4 U. S. Steel, Warner-Lambert i 


* ; Westinghouse 
Household : One reason for management's “vital 
*4 $891 _ prosperous Memphis interest, today.” Collev said ue oe 

t er . wr advertising expenditures are climbing 
hous h ld ae you don’t have to go downtown to find both in total dollars and share of total 

———S ae eager buying crowds like this. There corporate expenditures.” In five years 
phis general mer- are responsive buying centers in the 60 for ¢ xample DuPont's ad budget rosé 
chandise sales major towns throughout the Mid- from $18 million to $33 million, or 

k h d n South where The Commercial Appeal from | to 1.6% of its gross sales 
rank ahead of: and Memphis Press-Scimitar have The estimated $10.5 billion 
Houston $858 hometown acceptance. You reach them annually t nT advertising has < limb d 


Dallas $855 all with the Mid-South’s one great close to the total amount of dividends 
Chicago $836 newspaper combination. distributed to 12 million stockholders 


New Orleans $694 of publicly owned U.S. corporations 
Louisville $507 WRITE FOR NEW MARKET ‘For every dollar of dividends de 


Sales Management “Survey of Buying Power,” 1959 BROCHURE lared, 83 cents goes for advertising 


“The three key areas of concern to 


TOTAL . The top management are 


: * “1. Better ways of judging return 
Memphis Dominant on the ad investment 
Market 


; Dailies 2. Better integration of advertising 
over j ° [with such functions as selling, prod 


2,500,000 = i br the evel pment research, finances 
population Mid-South * 


spent 
I 


} A more business-oriented ip 


proach to advertising . 


THE as : But, Bol lud { 
" ul oun conciudes, corpora c 
COMMERCIAL APPEAL management expec ts a forceful begin 


ning in getting better answers spe 


PAE MPP HIS cifically to the question: 
“What kind of return are we really 


PRESS-SCIMITAR getting on our investment?” ® 


continued on page 112 
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NOW 
the more you 


SHIP 


the more you 


$i 


NEW LOW RATES WITH EAGER-BEAVER SERVICE! 


You'll take advantage of new low Railway Express rates on certain products 

when you ship a total weight of over 300 Ibs. on any one pickup. You can ship 

to as many Cestinations—as many different consignees—as you wish. We'll Qqhilh 4 
combine the weights of individual small shipments to help you meet the new EXPRESS 
incentive rate requirements. 

For example, under old rates, shipping 10 packages whose combined weights 


amounted to 310 pounds from New York to 10 destinations throughout the country 
would have cost $58.83. Under new rates—only $37.00! You save $21.83 or 37.1%. 


We’re busy as beavers these days putting into effect new incentive rates and RAIL « AIR * SEA 
many service improvements to solve your “small shipment problems.’”’ Next HIGHWAY 
time you ship, call Railway Express—and see! 
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How to Sell Your Ad Budget to the Board of Directors (ontinved) 


Borden's Executive Board Weighs Themes and Media 


By ROY D. WOOSTER 
Executive Vice President, The Borden Co., 
and Chairman, Borden’s Executive Advertising Board 


Advertising is an integral part of the growth of The Borden 
Co. It complements the work of the sales, marketing and 
research staffs; promotes products and services, and helps 
to develop and strengthen Borden’s image in the mind of 
the public 

Thus advertising occupies a position of note in today’s 
business decisions. Top management should not merely 
rubber-stamp advertising decisions, but should participate 
in them 

Borden’s management does not seek to usurp the duties 
of its people directly responsible for advertising functions 
We have, however, set out to establish a common meeting 
ground that will provide for both groups a better under 
standing of advertising 

With a diversity of products, handled through several 
divisions, Borden employs many advertising agencies. Unti 
recently there has been no close contact between the com 
pany and agency managements 

Then in April 1958, Borden President Harold W. Comfort 
created an Executive Advertising Board. It is composed of 
the presidents of the two major consumer product divisions 
—Borden’'s Milk & ice Cream Co. and Borden Foods Co.; the 
assistant vice president, whose responsibilities include ad- 
vertising and the “corporate image”; the assistant vice presi 
dent for administration, and the executive vice president, 
chairman 

The new board was assigned to explore and evaluate 
both national and local advertising, and the comparative 
use of television, radio, newspaper, magazine and outdoor 
advertising. Before this, however, came a complete reassess 
ment of the company’s entire advertising program 

Especially in the marketing of fluid milk and ice cream, 
Borden operates through decentralized districts, divisions 
and regions. The chairman or president of each of these 
creas hos considerable local autonomy. For example, he 
has authority over all local advertising in his territory 

The board also assumes that any broad advertising plans 
presented to it have been approved by the advertising 
personnel of the divisions involved. The board is a review- 
ing body, and a liaison group 

But from the board’s discussions has evolved a more 
direct national responsibility to the advertising personnel 
of the two major consumer divisions. 

In Borden Foods Co. the three principal product-group 
managers nows decide which items will be advertised, and 
when. Product managers then review these decisions with 
the Food Company's advertising director, who sees to the 
creation of campaigns, themes and selection of media. 
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In Fluid Milk & ice Cream, products for national adver- 
tising support are chosen by district and divisional heads 
and by their sales managers. At national headquarters 
advertising personnel of this division coordinate the pro 
gram and recommend media and placement. 

Coordination of their efforts and development of the 
corporate image are the responsibility of the assistant 


vice president. 


To strengthen top management relations with advertising 
agencies, the Executive Advertising Board invites regular | 
visits from the head of each agency and his aides, to ques- 
tion and be questioned about their activities on Borden's 
behalf. To both groups these meetings have been most 
profitable and productive 


Frankly, the board asks the agencies to account for their 
stewardship. We care blunt—but so ore the agency heads 
At the first meeting we explained that the objective was a 
better understanding of the broad advertising picture. A 
main purpose was to review the product and marketing 


aims toward which we were all working 


At a typical session the chairman will outline total! soles 
and earnings prospects for the next quorter, and will give 
management's views on the trends affecting business. If no 
other board member has any interpretive dato to offer, the 
meeting is then turned over to the agency for a detailed 
account of a product advertising program. This may involve 
marketing concepts, contemplated advertising, results of 
market tests of themes or new products, ard ideas for new 


, 


package designs 


One agency told the boord that, before preparing ad 
vertising for a new product, it had conducted almost 1,300 
interviews with women in the middle-income bracket. These 
data led to minor modifications of the product, and were 
valuable to our sales and merchandising staffs 


From board deliberations, also, came the decision that 
the time was ripe for national distribution of a new product 


From them has come a new “face” for Borden's adver- 
tising. Notionally, we are now promoting our products 
heavily through outdoor advertising—porticularly near super 
markets and other sales outlets. This program is tied up 
with in-store merchandising. For several food products we 


have also become an important advertiser in spot radio 


The board has gained a better understanding of the com- 
pany’s marketing problems, and has come to respect more 
the ability of ovr own and the agencies’ advertising per- 
sonnel. We recognize the agencies os partners, not only in 
helping to sell goods, but in furthering the corporate image 
of The Borden Co. @ 
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them for fast, Glddomiilic territory analysis 


By using only those cards conforming to your 
particular sales territories you can conven- 
iently apply the May 10, 1959 SALES MANAGE- 
MENT Survey of Buying Power to your own 
market areas. 

Market Statistics, Inc. will prepare these IBM 
inalyses for you quickly. Or if you have your 
»wn IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 

In addition to the factors shown above, many 
other specialized indexes are available on county 
cards; Index of Urban Demand (for styled 


merchandise), Index of Office Equipment De- 
mand, Index of Resort Activity, Growth Factors 
(to isolate areas of rapid or slow growth) T\ 
homes as of January 1, 1959, plus all major 
Census marketing benchmarks (age, distribu- 
tions, etc. ) 

It is only necessary to determine what factors 
(or combinations thereof) would reflect de- 
mand for your product. If you have any ques- 
tions on this, you may without obligation 
consult with our staff for correlation studies of 
your own sales to isolate your key marketing 
factors 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT MAGAZINE 
630 Third Avenue, New York 17, N. Y.—YU-6-8557 
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-& og— SPOT CITIES 


Marketing Outlook for March 


By DR. JAY M. GOULD 
Research Director 
Sales Management and Its Survey of Buying Power 


® Retail sales in March will be up 3% over March of 1959, 
with one extra selling day for the month. Easter shopping 
this year will affect April sales, and not March. 


® This cannot be regarded as a "boom" performance, since 
a 3% gain will barely account for normal population growth 
and price increase. 


® December retailing was most disappointing, according 
to Government "flash" reports, which may be subject to 
later revision. Instead of the expected 6% gain over De- 
cember 1958, total December volume, while reaching $21.7- 
billion record volume, represented only a 2.3% gain over 
last December. 


®& Since the monthly gains in retailing are a significant 
clue to economic health, here is a roundup for 1959: Janu- 
ary, +6.1%; February, +8.2%;March, +9.1%;April, +8.1%; 
May, +7.1%3; June, +12.7%; July, +9.9%3; August, +6.2%; 
September, +7.4%; October, +9.6%; November, +5.1%; De- 
cember, +2.3%. The drop in November and December, in 
sharp contrast to the healthy gains in preceding months, 
may indicate that retailing in 1960 may be hard put to 
register real gains over 1959. 


®& Confirming evidence that retailers may be in for tougher 
selling comes from a most recent Federal Reserve Board 
Survey of Consumer Expenditures, taken in November. Fewer 
consumers reported feeling “better off" than in June, and 
fewer expected business improvement in the coming 12 
months. 


® The fear of rising inflation, kicked off by the steel 
settlement, may have offsetting implications for retail- 
ers. Presumably no big-ticket purchasers will defer spend- 
ing because of price cut expectations. On the other hand, 
tight money will cut down on mortgages, therefore con- 
Struction, therefore furniture and appliances. 


® The year 1960 should see large increases in install- 
ment buying, which, according to the FRB Survey has the 
approval of larger numbers of consumers than ever before. 
Of those making payments at the time of the Survey, 22% 
said they could easily take on new payments. 


® The year-end car shortages cut down on the usual sea- 
sonal gain in installment credit. But, if industry pre- 
dictions that seven million cars will be sold are borne 
out, installment credit will have its greatest year. 
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The Marketing Value 

Of High Spot Cities 

High Spot Cities are tabu- 
lated monthly as a guide to the 
marketer on where his sales ef- 
forts might pay the greatest 
dividends. Cities marked with 
a star %& are preferred cities of 
the month. They have a level 
of sales—compared with the 
same month in 1959 — which 
equals or exceeds the national 
change in sales activity. 


The first column of the ac 
companying tables indicates the 
number of months out of the 
past 24 that the city has had 
a star to indicate a better than 
average performance. When a 
full 24-month period of back 
data is not available, the city’s 
record is indicated as follows 
8/11 would mean that a city 
has had 8 starred months out 
of the past 11. The 11 would 
indicate the total number of 
months for which data is avail- 


able. 


The second column indicates 
the index of change for this 
month of 1960 versus corre 


sponding month of 1959 


The third column (the city- 
national index) relates the an- 
nual change in the city’s retail 
sales to that of the U.S. Thus, 
a city-national index of 106.0 
indicates that the city is enjoy- 
ing a gain in retail sales 6% 
greater than that of the rest of 
the U.S 


Suggested Uses 
Special advertising and pro- 
motion drives in spot cities. 


A guide for your branch and 
district managers. 
Revising sales quotas. 

*% Checking actual perform- 
ances against potentials 

* Basis for letters for stimu- 
lating salesmen. 


*% Forestalling salesmen’s alibis. 


High Spot 


RETAIL SALES FORECAST 
(3.M. Foreeast for March, 


No. * City 
Months Index 


United States 
Ala. 


Birmingham 12 

Florence-Sheffield 

Tuscumbia 13 79.5 

Gadsden 9 96 93.5 
® Mobile t 066 102.5 

Montgomery , ‘ 5 95.6 
Ariz. 105.0 
w Phoen 2 105.8 
% Tucson : 7 104.0 


Ark. 96.6 


Fort Smith 5 : 93.6 


(%) Cities for 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1960) 
Cit 
No.® City 
Months index $ 
Out 1960 (Million) 
ofPast vs March 
24 '® 1959 1960 


Little Rock-North 
Little Rock 20 


Calif. 


Bakersfield 
Berkeley 
Fresno 
Long Beach 
Los Angeles 
Oakland 
& Pasadena 
w Riverside 
& Sacramento 17 
San Bernardino 13 


March 


RETAIL SALES FORECAST 
S.M. Forecast for March, 1960 


No.® City 


Months Index 
1960 


% San Diego 
San Francisco 
%& San Jose 
w& Santa Ana 
% Santa Barbara 
% Santa Rosa 18 
Stockton 


*w® Ventura 


Colo. 


Colorado Springs 22 
w Denver 19 
Pueblo 10 


30 Best 
Markets 
for March 


(Top three cities in each of 10 regions) 


U. S. Index: 100 
The following cities have a common 
denominator. They are expected to 
exhibit retail sales leadership in the 
coming month. The index opposite 
each city compares its performance 
with that of the nation as a whole. 
For example, if a city has an index 
of 106.9 that means thot its retail 
sales next month are forecast to 
lead the national average change 
by 6.9%. 


Canadian figures are 


compared with U.S 


New England 
Salem, Mass. 
Waterbury, Conn. 
Pittsfield, Mass. 


West North Central 


Rapid City, S. D. 
Topeka, Kan. 
Springfield, Mo. 


East South Central 
Memphis, Tenn. 
Mobile, Ala. 
Lexington, Ky. 


Pacific 


Sacramento, Cal. 
Santa Ana, Cal. 
San Diego, Cal. 


South Atlantic 
Greenville, S. C. 
Orlando, Fla. 
Winston-Salem, N. C. 


West South Central 


Lubbock, Tex. 
Amarillo, Tex. 
Waco, Tex. 


Middle Atlantic 
Philadelphia, Pa. 
Norristown, Pa. 
Rome, N. Y. 


Mountain 


Cheyenne, Wyo. 
Las Vegas, Nev. 
Reno, Nev. 


East North Central 
Kenosha, Wis. 
Flint, Mich. 
Sheboygan, Wis. 


Canada 


St. John, N. B. 
Hamilton, Ont. 
London, Ont. 
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THIS Is Eastern Connecticut SALES MANAGEMENT 


ws HIGH SPOT CITIES 
Is YOUR SHARE of |"©¥ a HIGH SPOTS 


$59, 742,000 Ce VS SALES COMERS, WATERBURY 


City 


No.# City Nat'l among the 30 top markets 


Months Index index 


Out 1960 1960 (taiition) in the nation 
Food Sales 


arch 


Do st in SALES GAINS 
WORTHWHILE? Conn. oes ener AMONG NEW ENGLAND 
° ipo “so 86086) METROPOLITAN AREAS 
Hartford 96.5 29.38 
Meriden- FEB. INCREASE 13. % 
Wallingford 7.3 
Middletown 


Or $29,887,000 automotive 
sales, for that matter. Or : 
eng Yl This top sales market 
$19,602,000 gasoline sales. Or 

can only be completely sold 
w® New Haven 


through the 
Of course it is. And the surest New Londen 


Norwich I 
sta a get your share is to WA ERBURY 
% Stamford 


ay ure the biggest part of it de Waterbory ; 
first—through the Norwich 
Bulletin ... only daily with 
vats esc dts Del. 
primary circulation in this big % Wilmington 
Eastern Connecticut market 
only daily with broad, a ¢. St the 


solid, inside impact. % Washington 


$6,983,000 drug sales. 


only daily newspaper 
completely covering Water. 
bury and the entire north- 
. 2 
Norwich Bulletin Fla. | western Connecticut area 
2 P Fort Lauderdale 
and Norwich Bulletin-Record (Sundays) ° x 


NORWICH, CONN. - 3cgapay 62,124 (m&e) 88,600 (s&e) 


*® Miami 
Bulletin Sunday Record % Orlando 10 ~ coverage 95% Coverage 
26,037 22,104 Pensacola City Zone City & RTZone 


Represented by we eeneeiie WARD-GRIFFITH CO., INC. 
ampa 


The Julius Mathews Special Agency, Inc. NAT'L REPRESENTATIVES —— 


~™ “7 ONLY the RECORD and JOURNAL 


ww Atlanta 
Augusta 


Columbus 


New London # | =. 
Is “On-the-Go” § | ssc: sa pases 
In Automobile Sales! % | ‘nro ioe | Meriden ° Wallingford, Conn. 


i. 1076.51 


Among all Connecticut cities of eeteten 752 


Here's a sales opportunity 
you can hang your hat on: Mer- 
iden - Wallingford’s 120,200* 
big-buying market area with 
$83 million retail sales (SM ‘59 


Survey). It's 97°%/, covered by 


25,000-or-over population, New “we chennie. 
don ranks 2nd in automotive sales Urbena 9.55 


% Chicago 468.58 
Danville 6.29 


per average household. 


Reach this high-powered mar- 

B ket through The Day, the only the Record & Journal and— 
B vehicle covering 98°, of this 66,547 please note! — no Hartford or 
ABC City Zone. . Setine- Gest tetend- New Haven ABC daily has 

: Cat Setine 14.45 more than 400 circulation here. 


Decatur 12.68 
East St. Louis 8.94 


Peoria ’ 19.65 
He Rockford 18.93 
Th i Da p ‘ Springfield 18.42 
, The Mexiden 
NEW LONDON, CONNECTICUT é Ind. 440.45 he 


Evansville 15.13 


National Representatives: > Fest Bane 21.89 RECORD and JOURNAL 


Johnson, Kent, Gavin f+ Gary .. 19.12 Meriden * Connecticut 
& Sinding, Inc. . 


*Conn. Dept. of Health 


H d-East National Representatives: 
Sora JOHNSON. KENT 
ae va 21.08 Gavin &@ Sinoine. Inc 


Indianapolis 20 . 79.27 
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A Tireless Salesman. . . 
Working Around the Calendar 


FP he 32nd Annual Review Number of Southern Advertising and Publishing 

will appear under date of March 31, 1960. This is the only volume 
that appears anywhere carrying lists of Southern firms that do regional/na- 
tional advertising, advertising agencies located in the 16 States from Mary- 
land to Texas inclusive, media representatives, and a review of advertising— 
in print media and broadcast—of the previous year. 


Advertising columns close March 10. Whoever has anything to sell in the 
advertising world of the South can profitably use space in this issue that will 


work the year around 


Each of these Annuals becomes a handbook of 


information and data serving a purpose exclusively for the last 31 years 


Write for further details 


An idea of the constant year around demand for the Annual Review Number 


is reflected in the following 


Jan 
We are interested in obtaining a 
Review Number of March 30 
St. Lovis Button Company 
St. Louis, Mo 
>. 
Jan. 26 
Please send me a copy of the review number of 
Southern Advertising magazine of March W 
Check is enclosed 
Wildcat Records 
San Antonio, Texas 
° 
Jan “) 
Please Air Mail us a copy of the March 31 Ar 
nual Review Number and bill us for same 
Noble-Dury & Associates, I 
Nashville, Tene 


We are interested ir 


April 18 
We will appreciate a copy of your 
we will expect to be billed 
Charies A. Geiger Assocs 
Miar Fla 
. 
April 21 
wi you please send : py of your Vist 
Annual Review Nur r when it is published” 
If there is a charge f this issue, please bill us 
Southwest Advert ne & arketing 
Dallas, Texas 


Of all issue vo Review Nur 
ber failed t t ave a copy re 
maining whi yu n send me Would great 
appreciate 
r Advertising 
Huntingtor Va 
. 
April 

Will you please enter our order for one 
of the Annual Review Number of Southerr r 
vertising and Publishing Please send statement 
for same 

S ¢ Toof & ¢ par 

Memphis, Tenr 


April 22 
Please send us a copy of your March 31 An- 
sal Review Number 
Henry 1. Christal Co., Inc 
Atlanta, Ga 
> 
April 22 
We would like to have a copy of your March 
Annual Review Number. Please bill us 
Western Perry Printing Processes Co 
Atlanta, Ga 
7 
April 23 
Appreciate your sending us three extra opies 
ff the Annual. Please bill us for these 
Simon & Gwynn 
Memphis, Tenn 
. 
April 23 
Please be so kind as to send us two more copies 
f Southern Advertising, March 31 Annual Re 
view Number and send statement 
Wakese Silversheine Wakes, Ir 
Miami, Fla 
. 
April 24 
[ remember an issue of your magazine 
arried a list of Southern Advertising acx 
und their agencies If you have one of 
ssues available, | would appreciate it 
would forward it to the above address cit 
lect” of you may bill us 
American Aviation Publicatior 
Coral Gables la 
. 
April 24 
ate vour sending us 
ir Annual Review 
C.0.D. or bill us 


Daily Press League 
Dallas, Texas 
. 
April 25 
Please send us the latest copy of your publica 
tion which lists all the advertising agencies and 
their accounts in the South 
American Registry of Doctor's Nurses 
Marianna, Fla 
. 
April 27 
Please send us one extra copy of the Mar 
Annual Review Number 
Harris & Weinstein, Associates 
Atlanta, Ga 
>. 
May § 
Will you please send immediately the Annual 
Review Number which has recently been pub 
ished 
H. George Bloch, Inc 
St. Louis » 


May 29 
Would you please mail us a copy of your pub 
cation Annual Directory Issue.” 
James B. Rogers Associates, Inc 
Baltimore, Md 


June 16 
1 would appreciate very much your forwarding 
to me a copy of your Southern Advertising Di 
rectory, the latest issue concerning Agencies and 
their Clients 
Jim Mitchell Advertising Art 
Huntington, W. Va 


June 24 
Please send one extra copy of your March An- 
nual Review Number. 
Harvey-Massengale Co., Inc 
Atlanta, Ga 
. 
June 30 
Piease send us a copy of your Mar 
nual Review Number and bill us 
Clairmont Display Co 
Tucker, Ga. 


July 1 
I would like to pick up two copies of your 
March Annual Review Number when | am in 
Atlanta One copy for myself and one for 
Graem Yates Adv. Co., Charlotte. Please bill us 
National Furniture Review 
Charlotte, N. C 
. 
July 10 
We are interested in purchasing the 
cent Annual issue of Southern Advertisir 
will send purchase order 
Cargill, Wilson and Acree, Ir 
Charlotte, N. C 


July 16 
Please send us a copy of your Anr 
Number and bill us 
Plastico, Inc 
Atlanta, Ga 


July 29 
Would you please be kind enough to forwkrd 
a copy of Southern Advertising for the month 
of March 
Advertising Incorporated of Washington 
Washington, D. C 


August 13 
Have you published a more recent Directory 
than your 29%h Annual Review Number, dated 
March 30, 19577 If so, please send me a copy 
and bill for same 
P. H. Hanes Knitting Company 
Winston-Salem, N. C 
. 
August 
I would appreciate your sending 
Directory of Southern Advertisers 
Bloom Advertising 
Dallas, Texas 


Sept. 22 
We would appreciate having a copy of your 
March 31 Annual Review Number. Picase bill 
Southeastern Merchandise Mart 
Atlanta, Ga 


is 


. 
Sept 
Please send us your nnua 
and bill this agency 
Harris & Company Advert 
Miami, Fla 


Sept. 2 
We would like a copy of your Marc 
nual edition Attached herewith is ou 
Cox & Jackson Advertisir \ 
Charlotte, N. ¢ 


Oct 
Please send us a copy of your Marc 
Review Number. Send statement 
John Cockerell, Inc 
Chicago, I] 


Oct. 28 
We would like a copy of your 
Number and a subscription to 
tising and Publishing. Please bill us 
Scope Incorporated 
Coral Gables, Fla 


Nov. 4 
Please send us a copy of your Marc 
Review Number. Bill us 
Atlanta Matrix & Electrotype 
Atlanta, Ga 


Nov. § 
I would appreciate very muct 
opy of your March 31 iss 
vertising and Publishing 
your bill as soon as possible 
S. McCaslin 
Tulsa, Okla 


Nov. 6 
Kindly send us your latest issue on the advertis 
ing agencies that handle major advertising ac 
counts If there is a charge for same, please 
send it COD. It will be greatly 
Interbay Beacon—Ruskin 
Port Tampa City, Fla 


SOUTHERN ADVERTISING and PUBLISHING 


75 Third Street, N.W., Atlanta 8, Ga. 
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f: HIGH SPOT CITIES 
See am RINE ene 


RETAIL SALES FORECAST 
(S.M. Foreeast for March. 1960) 
ity 
No City Nat'l 
Months Index s 
Out 1960 (Millien) 
ofPast ws 
a4 1959 


Ind. (continued) 
we Lafayette 19 
w Muncie 10 

South Bend 9 
& Terre Haute 


lowa 
Cedar Rapids 


Davenport 
Des Moines 
Dubuque 
Sioux City 


Waterloo 


Hutchinson 


Kansas City 
& Topeka 
Wichita 


-, 
Loursville 
® Paducah 


test where it’s best... 


La. 


® Baton Rouge 
Lake Charles 
Monroe-West 
Monroe 
New Orleans 


fe Shreveport 


Maine 
Bangor 


Lewiston-Auburn 


Portland 
Robt. Burns is the latest in a distinguished line of 


products to select Portland, Maine as best for the test. — Md. 
Baltimore 


Other products recently tested in Northern New Eng- de Cumberland 


land's No. | market are Libby's Beef Stew, Nestle's 


Nescreme and Breck's Shampoo. 


Hagerstown 


Do what others do! Make Portland, Maine your No. | Mass. 


test city. Write for details. Then, you'll be sure to select ; Coston 


the market that guarantees ideal and economical testing ‘ Brockton 

conditions. a 
Lawrence 

® Lowell 

® Lynn 

% New Bedford 


w Pittsfield 
* Salem 


Springfield 


Worcester 


Mich. 


Battle Creek 
: Represented by: Bay City 

Julius Mathews Special Agency, Inc. 
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RADIO and TELEVISION 


BATON ROUGE 


Is On The 


GROW! 


Your sales will be on the grow 
there, too. It's Louisiana's fast- 
est growing market, second in 
size — first in buying power. 
Baton Rouge’s $6,455 effective 
buying income per household is 
away out front in Louisiana. It 
can mean more sales for you. 
The State-Times and Morning 
Advocate is the total selling 
medium in this tremendous mar- 
ket. 


"Seles Management Survey of Buying Power 


STATE-TIMES 


AND 
MORNING ADVOCATE 


Represented by the John Budd Company 


-SVf HIGH SPOT CITIES 
[ eaaiieeeniamemtanaaamiaiiial 


RETAIL SALES FORECAST 
(‘s Forecast for March, 1960) 
No.* City 
Months Incex s 
Out 1960 (Million) 
ofPast vs ve March 
24 1960 


Mich. (continued 
w& Detroit 7 
& Flint 14 
t Grand Rapids 5 
w% Jackson & 

Kalamazoo 10 
*& Lansing 
% Muskegon 
*® Pontiac 

Port Huron 

Royal Oak 

Ferndale 


*® Saginaw 


Duluth 
Minneapolis 
St. Pau! 


Jackson 


Meridian 


Joplin 
Kansas City 
St. Joseph 
St. Louis 
& Springfield 


Mont. 


Billings 
Butte 
Great Falls 
& Missoula ll 


Nebr. 


Lincoln 


Omaha 


Nev. 45.38 
w& Las Vegas 14 15.12 


% Reno 13.02 


N. H. 60.13 


te Manchester 10.89 
tw Nashua 5.30 


N. a. 677.69 


% Atlantic City g c 11.92 
Camden 17.19 
ww Elizabeth 13.79 
Jersey City- 
Hoboken \ . 26.84 
Ww Newark : 67.26 
Passaic -Clifton 19.20 
Paterson ‘ 20.53 
Trenton s 26.81 


N. M. 9 1018 100.16 
ww Albuquerque 102.0 31.38 
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YL | HIGH SPOT CITIES 


PFTAIL SALES FORECAST 
(S.M. Forecast for mene * 1960) 
itv 
Nat'l 
index 
1960 


vs 
1959 


N. Y. 99.2 1823.85 
Albany 92.6 19.94 
Binghamton 90.7 11.72 
Buffalo S 96.2 67.81 
Elmira 5 96.4 7.56 

w Hempstead 

Township 105.1 133.38 
Jamestown 5.83 
New York 77.31 
Niagara Falls 5 12.05 

% Poughkeepsie 9.03 
Rochester f 55.80 

w Rome 5.06 
Schenectady 12.47 
Syracuse é , 33.18 
Troy 9.39 
Utica J 12.47 


N. C. — 


Asheville 94.7 9.48 
Charlotte 29.28 
Durham 10.63 
% Greensboro 25.10 
% High Point 7.59 
Raleigh 13.35 


Growing 


GROWING 
GROWING 


KMSO-TV 


CBS-NBC-ABC 


Now Reaching 
51,000 TY HOMES 


And Gaining New Viewers All 
Over WESTERN MONTANA 


PERFECT TEST MARKET 


@ 51,000 TV Homes 

@ Drug Sales index 167 
@ Retail Sales index 143 
@ Auto Sales Index 176 


PERFECT TEST STATION 


@ Captive Audience in 90% of the area 
@ Dominates the remainder completely 
@ Now the only TV station on the air in Western 


Montana 
@ Low Cost/!,000 Homes 
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° NE “V4 HIGH SPOT CITIES ELYRIA, OHIO 


Sets Ohio Sales Pace 
DOES Pin in the Soaring Sixties 


RETAIL SALES FORECAST 


S.M. Forecast for March, 1960) 
THE éity 


JOB oe ete Tages 11.9% Gain 


939 
; for Feb. 1960 over Feb. 1959 
Only the POST covers, 


sells Salisbury-Rowan, N. C. (continued Gryrie reers inte the Sisties out in front of 
7 every High-Spot city in the state—5.9%, 
North Carolina. w& Salisbury 9 7 5.03 above the state gain, 62°, above the 
All outside metropolitan te Wilmington actions! | 
. # Winston-Salem ; 5 2 Powerful growth factors assure Elyria a 
state “— combined long-term boom. More new industries in this 
have a circulation in é big industrial county are lifting income— 
. : . ; already $386,705,000—to record heights. 
Salisbury Rowan but a F 74%, of county families now earn $4,000 and 
fraction over 3,500. up. Sales Management's 1958-65 population 
POST circulation over forecasts show this metropolitan area with 
18.000 Ohio . sharpest percent gain in Ohio. 
4 Akr 
, oe - Your opportunities are booming along with 
85,000 market. % Canton ’ : Elyria. How about your sales? Start now 
t Cincinnati } 7 to influence the county's bulging pocket- 
te Cleveland : ; books and eager buying habits by schedul- 
Renin ing the Chronicle-Telegram 


% Dayton 


eSauissury Sunpay Posts te Elyria 7 1107 1078 2 Chronicle-Tele ram 


—— x =—-= ® Hamilton - 
Published in the Tri-Cities Lima a ae 


Sal:sbury—-Spencer—East Spencer > Lorain ; 
Post Office ' 


w& Mansfield 
’ 5 
Salisbury, N. C. ty Midéletews Circulation 24,440 ABC 4 30 59 


de Portsmouth 4 10 ; §9 DOUBLE the Number of City Families 
WARD-GRIFFITH Sormefield 
Steubenville 


* Toledo 


COLOR has = 


Represented by 
The Julius Mothews Special Agency, Inc. 


slid moo © Latest flash from earth- 


things jumping in fe Zanesville 


ALTOONA, PA.! Okla. 00.0 § 199.05 


Bartlesville : ‘ 2.90 
You'll find smiles on the faces of Altoona Muskogee S 5.50 
retailers these days, with retail sales figures 

going up every month. 


sa 
PT ethene 


tw Oklahoma City 5 41.72 
Tulsa s : 30.59 
There's a good reason, too. They've found 
that they can reach the pocketbooks of 
ready-to-buy Altoona and Blair County Ore. oa on 201.14 
families with advertising in the ALTOONA t Eugene 10.62 
MIRROR. What's more, they've found that te Portland 70.18 
by adding the magic of COLOR to their 
advertising, they give their business an extra 
push. That's why the MIRROR published 
over 238,000 lines of color last year, with Pa. 
things looking up for ‘60. Allentown 


*& Salem 


National advertisers will be smart to follow Altoona 

the lead of the retailers—the men who know Bethichem 
Altoona best. Put Altoona and the Mirror 
on the list . in COLOR .. .. and watch 


the sales figures jump! & Erie 


Chester 


Harrisburg 


You'll not only get careful craftsmanship in aI MES fa Vi rs 
one, two or FULL color . . . but 80% Hazleton 6 97.7 O 2 
coverage of the city zone, 70°/, coverage of Johnstown 7 939 J 
the entire county! Lancaster 9 98.0 BETHLEHEM Pa. 

? e 


ell Bustling Altoona with the % Norristown ( 107.5 


Oil City 0 95.6 . 
Fact: Last year over 45% of liquor sales in 
& Philadelphia 108.2 ; the Ailentown-Bethiehem market went to Beth- 
. ‘ - lehem' So if you're looking for liquor business 
Pittsburgh 99.7 (or any other kind!) do as smart retailers do— 


Reading 94.9 . se one paper that goes to ali Bethichem 
3 families, the Globe-Times! 
Sharon 98.7 


Mirror senin 6 52 ae ot | The Bethlehem Globe-Cimes 


Altoona Pennsylvaria’s Only Daily Newspaper Williamsport 100.1 97.2 Rolland L. Adams, Publisher 


RICHARD E. BEELER, Adv. Mgr. # York 105.2 1021 Gallagher-DeLisser, Inc., National Representatives 


120 Sales Management February 5, 1960 


LEAVES 
OFF! 


Why be satisfied with nibbling at 
R. |.'s 2nd largest market? Get the lion's 
share of Pawtucket’s ABC Retail Trade 
Zone of over 50,000 families, with income 
exceeding $300 million*! How? With 
Pawtucket Times 72.3°/, coverage, giving 
you 400°, more coverage than any other 
daily, 900" 


peper! 


more than any other evening 


Pawtucket Cimes 


PAWTUCKET, RHODE ISLAND 
Represe nted Nationally By 
Story, Brooks & Finley, Inc. 


Penny -Watcher ? 


You'll enjoy the economy 


of reaching the $67-million re- 
Woonsocket 


through its only local daily: The 


tail market of 


Call, covering 98° of this 64, 


596 ABC City Zone 


WOONSOCKET 
CALL 


COVERS RHODE ISLAND'S PLUS MARKET 


Representatives 

Johnson, Kent 
Gavin & Sinding Inc 
Affiliated: WWON WWON.-FM 


Si) HIGH SPOT CITIES 
ite, JA 


RETAIL SALES FORECAST 
(S.M. Forecast for March, 1960 
No.® City 
Months Index 
Out 1960 Mitiion 
of Past March 
24 


vs 
1959 1960 


R. I. 101.4 


Newport 98.9 
Pawtucket-Cen- 
tral Falls ..0 100.1 
Providence 101.1 
* Woonsocket 109.3 


Ss. C. 169.2 


& Charleston 107 
Columbia 102 

w& Greenville 

tw Spartanburg 


S. D. 


Aberdeen 
te Rapid City 
Sioux Falls 


Tenn. 
# Chattanooga 


Knoxville 
& Memphis 
Nashville 


Texas 
& Abilene 


tw Amaritio 

*& Austin 
Beaumont 
Corpus Christi 
Dallas 
El Pasc 
Fort Worth 
Galveston 
Houston 
Laredo 
Lubbock 
Port Arthur 
San Angelo 
San Antonio 
Texarkana 
Tyler 

® Waco 

w& Wichita Falls 


Utah 


Ogden 
& Salt Lake City 


Vt. 


& Burlington 
Rutland 


Va. 


Danville 

& Lynchburg 
Newport News 
Norfolk 
Portsmouth 
Richmond 


Roanoke 


Wash. 


Bellingham 
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~™Y HIGH SPOT CITIES 
-S 


RETAIL SALES FORECAST 
M. Forecast for March. 1960 
City 
No. * City Nat'l 
Months Index Index 
1960 Millior 


w& Everett 

& Seattle 
Spokane 
Tacoma 


Yakima 


W. Va. 


% Charleston 
Huntington 


Wheeling 


Wis. 
w& Beloit 
Janesville 
Green Bay-Apple 
ton-Neenah- 
Menasha 
%& Kenosha 
La Crosse 
Madison 
& Milwaukee 
#& Oshkosh 
%& Racine 
%& Sheboygan 


Superior 


Wyo. 
Casper 
& Cheyenne 


CANADA 
Alberta 


%& Calgary 4 1075 
& Edmonton 10 110.1 


British Columbia 


*% Vancouver , 8 102.0 
%& Victoria 13 107.3 


Manitoba 


*& Winnipes 21 103.1 


New Brunswick 
%& Saint John 13 126.9 


Nova Scotia 
® Halifax 12 


Ontario 
& Hamilton 


t London 
tw Ottawa 
%& Toronto 
*& Windsor 


Quebec 


Montreal 
% Quebec 


Saskatchewan 
Regina 13 


February 


EXECUTIVE 
OPPORTUNITY 


If you are an outstanding 
senior executive with the fin- 
est of references, we will be 
interested in discussing with 
you Regional Directorships 
which are open in _ several 
geographical areas with Amer- 
ica’s Largest Brake Special- 
ists, Safeway Brake Shops. We 
will show you in precise de- 
tail how you can earn $25,000 
to $40,000 in your first year, 
operating multiple units in a 
major city. The reasonable 
future should reflect an in- 
come well in excess of $75,- 
000 per annum. Total capital 
investment is $20,000 


If you are between 30 and 
45 and qualify, please write 
full details to 


SAFEWAY BRAKE SHOPS, INC. 


1931 Lewis Tower Bldg. 
Philadelphia 2, Pa. 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Addressograph-Multigraph Corp. . . . 
Joseph H. Conwav named sales 
manager, Electronics Division 


Crown Zellerbach Corp. . . . 

Millard K. Rawlings promoted to 
sales manager, Industrial Paper Sales 
Division 


E. I. du Pont de Nemours & Co., 
a 

Robert R. Smith appointed direc 
tor of sales, Film Dept 


Eaton Manufacturing Co. . 
E. M. deWindt elected vice presi 
dent and sales director 


Einson-Freeman Co., Inc. . . . 
Robert G. Clayton named vice 
president and general sales manager 


Hallmark Cards, Inc. . . . 
D. M. Grav elected vice president 
in charge of sales 


Hammermill Paper Co. . . . 
John E 


sales manager 


Franzen made _ general 


Hawaiian Airlines . . . 
John F. Heiner advanced to di 
rector of merchandising 


Hevi-Duty Electric Co. Division of 
Basic Products Corp. . . . 

Arthur Frank promoted 
president sales 


Hunt Foods and Industries, Inc. . . . 
Robert W. Werth appointed direc 
tor of marketing 


Indian Head Mills, Inc. . . . 

Sigo Mohr, Jr., named sales man- 
ager, Greige Goods; and Charles Bel- 
lows sales manager, Industrial Fab- 
rics. 


Indiana General Corp. . . . 

Portus M. Wheeler promoted to 
vice president, sales, for Indiana Steel 
Products Division. 


National Carbon Co. Division of 
Union Carbide Corp. . . . 

Charles J. Chapman made vice 
president—marketing 


Edward Petry & Co., Inc. . 

Martin L. Percival promoted to 
eastern sales manager, Radio Divi- 
sion. Robert L. Hutton, Jr., and Louis 
A. Smith made vice presidents 


Pro-phy-lac-tic Brush Co. . . . 
H. C. Gardenier becomes director 
of field sales, Brush Division 


Salada-Shirriff-Horsey, Ltd. . . . 

Conrad W. Lundell promoted to 
sales manager of Salada-Junket prod- 
ucts, Salada-Junket Division. 


Seneca Falls Machine Co. . . . 
Ray A. Young appointed general 
sales manager. 


Sperti-Faraday, Inc... . 
James L. Young appointed general 
sales manager 


York Division of Borg-Warner 
Corp. ... 

W. E. Landmesser named general 
sales manager for packaged products; 
F. C. Wood et manager of air 
conditioning sales 


“IDEA” LETTERHEADS 


SEND FOR FREE CATALOG 
a : - : ee aje 


SALES PROMOTION — FREE-LANCE 


Copy, concepts, campaigns ads, mailers 
catalogs newsletters presentations name 
it fast, fresh, finished, fruitful 

Pre-agreed fees call for Free Fact File 


the copy shop MU 3-1455 


270 Madison Avenue New York City Ié 


Morning and — ~ Evening Combination 
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New London Day 
Agency: Gordos Schonfarber & 
Associates, Inc. 

New York Times 
Agency: Douglas Simon Advertising 


Aero Mayflower Transit C my 
Agency: Caldwell Larkin & Sidener-Van 
Riper, inc 


Altoona Mirror 
American Chain of Warehouses, 


ADVERTISERS’ INDEX 


This Index is provided as an additional service 
The publisher does not assume any liability for 


Agency a & Associates, inc 
American Home 


Agency: Van Brunt & Company 

American Society for Metals .... 
Agency: The Bayiess-Kerr Company 
mericon T aT 


Associated ~y by Publications 

Agency: Van Brunt & Company 
Baton Rouge Stote Times . 
Bethlehem Globe-Times 


Agency: J. Walter Thompson Company, 


CBS-Radio : 
Agency Sudier ry Hennessey, ‘Inc 

c Industrial (Comera Optics) 
Agency: Direct Promotions 

Outdoor Advertising Agency . 

Agency Gillham ~ ty Agency, inc 
harlotte Observer- 
Agency: Bennett Advertising Inc 

Gowers Motor Division, General Motors 
orp 


Agency: Foote, Cone ‘ Belding 
Detroit News . es 
Agency: W.8 Gener Company 
kmun C 
Agency: Ancerson . Cairns, Inc 
E. |. dw Pont de Nemours & Co. 
Agency: Batten, Barton, Durstine & 
Osborn, Inc 
e c y (Audio-Visual) 
ency: The yoy ph 
ante Chreuiele-Velogrem 
Emery Air Freight Corp. .......... 
Agency: J. M. Mathes Inc 
Gaghneers Joint Advertising Council 
Agency: Persons Advertising, Inc 
Farmer Stockman 
Agency: Lowe Runkle Company 


Agency: Fuller & Smith & Ross, inc. 


Housekeeping ............ 
Agency Ellington " & Company Inc 


Aqgenc Needham a Gr ohmenn inc 
Green buck C ny 
Agency witless Hart Adler 
News-Record - 
Agency: Henry J. Kaufman Associ ates 
Publishing Company , 
Agency Rebieeon Gerrard-McGary Inc 
Jom Handy janization e006 
Agency: Campbell-Ewald Company 
Heorst M : see ; 
Agency: Lynn Baker, Inc 
Herts System, inc. . 
Agency: Needham Louis r Brorby Inc 
Hollywood Beach Hotei 
Agency: Gerdner & Stein 
Company 


Agency Bernard ‘J Hahn & Associ iates” 
ideo Art 
Agency: Sidney Pollatsek Advertising 
1 mapolis Star & Tribune 
meaty aon Larkin & Sidener-Van 
Riper 
industriel € * News ‘ ° 
Agency: Feely Advertising Agency Inc 
KMSO-TY (Missoula, Mont.) 
Agency: Westmont Advertising Agency 


92 
72 


106-107 


and Cover 


3 
26 
82 


101 
of American Hospital 


VICE PRESIDENT SALES 
AND ADVERTISING 


ing company in Southern California 
force, 


tual participation on Board of Directors 


College degree required 


bilities 
Send complete 
Management 


resume to Box 200, 


Challenging top management opportunity with 
nationaliy known long-established manufactur 


Responsibilities include revitalizing the sales 
planning advertising and sales cam- 


paigns, developing public relations, and even- 


Experience in sales to both chain and inde 
pendent supermarkets is essential. Age fo 50 


Salary to $30,000, with excellent future possi- 


Sales 


errors of omissions. 


McCall's Magazine 
Agency: Grey Advertising Agency, 
McClatchy New 
:J Mpublishi hompson Company 


Moritz Saies Builders 
Agency: Frank Block Associates 
Marsteler, Gebhardt 
Joshua Meier 
Agency: Preiss & 
Memphis Publish 
me. ency: Archer & W 
iden Record-Journal ...... 
“Se Gordon Schonfarber & 
Associates, inc 


Minneopolis Stor & Tribune 
Agency: Batten, Barton, Durstine & 
Osborn, inc 

Notion's Business ..... 
Agency: Van Brunt & Company 


ADVERTISING SALES 


VICE PRESIDENT, SALES 
Randy Brown 


SALES PROMOTION MANAGER 
Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 


Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Black, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago —C. E. 

Western General 
W. J. Carmichael, 
vertising Director; John W. 
Pearce, Western Sales Manager; 
Thomes S. Turner, Robert T. 
Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STate 
2-1266; Office Mgr., Vera Lind- 
berg. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A. 
Kimball Co., 2550 Beverly 
Boulevard, Los Angeles 57, Cal., 
DUnkirk 8-6178; or 681 Market 
St., San Francisco 5, Cal., 
Exbrook 2-3365. 


Lovejoy, Jr., 
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& Reed, inc. : 


Manager; 
Western Ad- 


Norwich Bulletin 
Outdoor Life 


Agency: Delehanty, Kurnit & Geller 
Advertising 
Packaging Corp. of America . 
Agency: Carr Liggett Advertising, Inc 
Pawtucket Times 
Agency: Gordon Schonfarber & 
Associates, Inc 
Phoenix R b tte 
Agency: Jennings & Thompson inc 
John Plain 


y 
rene ne Hong af Asher Advertising 
) Press-Herald Express 
Agency: J ray Bochner Advertising 
Premium Service Company, Inc. 
Agency: S. E. Zubrow ~ ges 
Rcilwoy Express Age 
Agency: Benton & in, Inc 
Reader's + 


Agency: J. Walter Thompson Company 


Agency: J. Carson Brantley 
Salt Lake City Tribune 
Agency: Francom Advertising, Inc 
San Jose Mercury & News 
Agency: Richard Jorgensen Advertising 
y Ev Post ow 
Agency: Batten, Barton Durstine 2 
Osborn, Inc 
Seventeen 


Agency: Al Paul Lefton > peed 
Sheraton Corp. of America ......... 
Agency: Batten, Barton, Durstine & 
Osborn, Inc 
Sithowette Marine, Ltd 


oy — Ae ol ee 
ertising weed o* 
Spotts Mailing Corp. .. 
Agency: Kent Dixon Advertis ina 
teinmon Stations (WGAL-TV) . ; 
Agency: John Gilbert Craig Advertising 
Agency 
Matthew Stuart & Company . 
Agency: Sanders & Lowen, Inc 
TV-Guide 
Agency: Gray & Rogers Advertising 
Tacoma News-Tribune ... 
Agency: The Condon Company 
Tayler Merchant Corp. 
ea wey | —— & ee ‘Advertising 
ister 


Toronto Dolly Stor . . 
Agency: = « Ppewend Adverti ising Co 
Tulsa World-Tribune , ees 
Agency: Ferguson- Miller ‘Associ ates 
Volume Feeding nagement . 7 
Agency: Schuyler ae Company 
United Von Lines, |! 
Agency: Kelly, Zahrndt & Kelly inc 
WEBTV (Charlotte, N. C.) a side & 6 
Agency: Kincaid Advertising Agency. Inc 
WHBF (Moline-Rock island} Fone s 
wells” Clem T. Hanson Company 
St. Journal 
Agency: Martin K. Speckter & ‘Associates 
Woter Isle . 
Waterbury Republican American a 
Woonsocket Coll . 
Agency: Gordon Schontarber & Associates 
Young & Rubicam, inc, . 


RRA II 


A CAREER REVIEW 


... may be in order! 


-.. & 
We have hundreds of client 
listings in Sales-Marketing 
and related fields . . . both 
Industrial and Consumer. 
SALARIES TO $50,000 
Send your résumé for Con- 
fidential Handling to Amer- 
ica’s Largest Sales-Market- 
ing Placement Agency. 
DRAKE 
PERSONNEL, INC. 
29 East Madisen Bidg. 


Chicago 2, Illinois 
Financia! 6-8700 


RIAA IRIS IAAI AAA AA AA AIDA AK KK 


& Desert News ... 


-Ird Cover 
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What's Underfoot 
Newest of Park 


glass rabbit warrens is the 
towering Union Carbide Build- 
ing. And if statistics fascinate 

yuu, hear this: The new head 
quarters for this industrial giant 
will boast 15 acres of Dynel 
carpeting in its corridors and 
executive offices, making this 
the largest single-building carpet 
installation in the world. Repre- 
sents a lot of moolah, all that 
irpet. And Carbide 
vanted to make sure it got its 
money's worth. So for periods 
to 18 months the company 


ested carpeting by 


Avenue’s 


Union 


’ 


leading 
anufacturers in wool, in svn- 
thetics and in anything else that 
oked possible. Strips of car- 
peting were laid near elevators, 
the old offices, where traffic 
vas heaviest, let the patter of 
little and big feet give the sam 
les a good drubbing. In the 
1d Dynel won and beige was 
sen as showing the least soil 
nes Lees & Sons Co. got the 
ntract—at a time when rug 
ikers are ¢ ating their own car- 
eting because of poor sales 
re getting ready to lay 
73,000 square yards of 

nel at the suggestion of (not 
brace of efficiency ¢ xperts the 
iintenance men to whom 


n ( arbide 


on privilege 


awarded de- 
since the m.m 
have to keep the 


' 
king its best 


carpet 
I 


6) 


e 


Te TVA 


Fine Points 


The Age of Utilization is 


upon us: Since the swimming 
pool business is a sometime 
Summertime) thing, now there 
The Dick Button Ice Skating 
Division of United States Swim 
ming Pool ¢ orp Salesmen pI ib 


bh] Ve i better chance t 
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push prospects into the swim 
Or onto thin ice. . 


And specialization has reached 
some sort of high with Bovine 
Crowns, Inc., Sedgwick, Colo. 
Company makes store teeth for 
cows at $15 a set, says, “Bovine 
Crowns extend the life of the 
cow from 11 years to 20.” Alas, 
as with humans, when the bite 
goes everything drops to 
pieces 

Latest additions to Queen 
Elizabeth’s list of roval warrant 
holders: a rat-catching company, 
no cow-denture fashioners. An- 
glophobes will find comfort that 
England is so hopelessly behind 
the times 


Who Was That Lady? 


Pretty gal came to call on us 
the other day Offered to give 
us the spotlight with Miss 
Gal's name is Betty 
Allen and she works for Polaroid 
Corp. She's a traveling woman, 
heads her company’s Conven 


America 


tion Package program, now three 
vears old 

Polaroid was up against it 
leading American firms wanted 
to buv its Land cameras at 
Can't do. So 
to keep good will the company 
set up the Convention Package 
It provides for any convention 


W hole s ile pri es 


or sales meeting everything from 
electronic flash 
equipment, almost as free as 
air. Attractive young college 
grads, recruited by Miss Allen, 
who have taken thousands of 
Land pK tures, operate the cam 
eras, enclose resulting pictures 
in special folders. There is a 
charge but Polaroid thinks it’s 
nominal. Minimum package - 
one girl, with cameras and 
equipment — costs $500 for the 
first three davs. For each addi 
tional dav, the cost is $100 
Equipment is free; the charge 


pe rsonnel to 


covers the operator's expenses 
Miss Allen had a minimum 

of two shows a week last vear 

Philco 


which has had Miss America on 


trom coast to coast 


hand at its retailer convention 


February 5, 1960 


for two vears, has offered all 
comers the chance to pose with 
her in Land pictures. Others 
who've used the Convention 
Package: Life International, 
General Motors, Gillette, Gen 
eral Electric 

Call it vanity; it’s running up 
nice sales for Polaroid 


y 


Into the life of every suc 
cessful tvcoon eventually falls a 
piece of embarrassment. Other 
day one of our editors treked 


Definition 


up to a press conference by 
American Iron and Steel Insti- 
tute. The writers were handed 
a release announe ing an indus- 
trvwide program to merchan 
dise steel and products made 
of steel, at the consumer level 
first of its kind. Highlight: a 
distinctive symbol adopted by 
Steelmark 
Lippincott & 


the industry, the 
designed by 
Margulies, Inc. Then up rose 
the distinguished Mr. Benja 
min Fairless, who adjusted his 
glasses and proceeded to intone 
the release. Everything went 
fine until he got to the passage 
which delineated the Steelmark 
it features three hypo 
cvcloids ” said Mr. Fairless 
with only the slightest of hesi 
tations. A voice in the back of 
the room asked what might be 
a hypocy¢ loid. Mr. Fairless hesi 
tated once more and gave a 
candid answer: “I don’t know.’ 
Back at the office our editor 
looked up the word. Hypocy- 
cloid is “a curve generated by 
the motion of a point on the 
circumference of a circle which 
rolls internally, without slipping 
on a given circle.” 


And that, Mr. Fairless, is that 


JUST OFF 
THE PRESS! 
KING SIZE—11x 14 


72 MULTI-COLOR PAGES 
OVER 1900 PRIZES 


Premium and Incentive Division 
JOHN PLAIN & COMPANY 


BACKED BY JOHN PLAIN’S 444 West Washington Street, Chicago é 


_ x Please send me a sample copy of the new John Plain Prize Book 


FAMOUS, MONEY- SAVING and details on your money-saving Promotional Allowance Plan 
Firm 


: PROMOTIONAL ALLOWANCE PLAN 


Address 


SEND FOR YOUR COPY TODAY! ai parma 


Attention of __ 


| (FPELEPuONE | 


2 


More readers......more advertising- 
THE TRIBUNE GETS ‘EM IN CHICAGO! 


The Tribune sells nearly 900,000 copies daily, 
nearly 1,200,000 on Sundays 
half times the circulation of any other Chicago 
paper. 


over one and a 


It is read by more families in Chicago 
and suburbs than the top 5 national weekly mag- 
azines combined. More than 6 times as many 


Chicagoans turn its pages as turn on the average 


evening TV show! Advertisers spent over 
$71,000,000 in the Tribune last year— more than 
in all the other Chicago papers put together. The 
Tribune’s advertising results are unmatched. It 
out-pulls other Chicago papers 3 to one, 4 to one, 
even 15 to one—evidence of a selling FORCE 
which is uniquely the Tribune’s in Chicago! 


yd va the 


